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Rough Proofs 


Arno Johnson points out there are 
more families in the U. S. A. than 
ever before, but smaller ones. No 
wonder George Hecht is promoting 
Better Parenthood Week. 

v v v 

Don’t expect business as usual, 
warns F.D.R. Anyone who seriously 
expects it isn’t relying very much 
on his experience during the past 
eight years. 


v 
Advertising men aren’t easy to 
scare, but some of them gulped 
when they saw this subject on a 
convention program: 
a definition of definition.” 
7 ¥ v 
Of course that wasn’t the subject 


of an advertising talk, but the topic | 


of a statistical authority whose or- 
ganization runs the serious risk of 
convening right alongside the Amer- 
ican Marketing Association. 
v v v 
ADVERTISING AGE points out that 
the 1940 census figures show the 
number of wholesalers increasing 
faster than their volume. Hope 
springs eternal in a jobber’s breast. 
7. v 
The New Yorker kids the Chi- 
cago Advertising Club for featuring 
Gypsy Rose Lee as MC. of its 
Christmas party for “underprivi- 
leged children.” The real objective 
was to enable Chicagoans to make 
a scientific comparison of the Gypsy 
and Sally Rand. 
a ee 
According to an article on the 
milk industry in a recent issue of 
Metals and Alloys, a great deal of 
whey is still being wasted. Couldn’t 
they even persuade little Miss Muf- 
fet to come back? 


, F v 
“Prepare for safety,” urges an 
Iron Age advertiser. “Give your 


employes the maximum of protec- 
tion with the new Wean bomb-proof 
air raid shelter.” 

If the campaign gets competitive, 
the slogan will be, “Don't be a 
sucker—use Wean.” 

v v v 

This year will have seventy 
weeks, in spite of having one day 
less than 1940, but the result is due 
entirely to advertising promotions, 
and not to the Life Extension In- 
stitute. 

v v v 


Naturally Detroit should have the 


right angle on the traffic accident 
Situstion, with 70 per cent of the 
Victims being pedestrians. Per- 
suade walkers to become riders, and 


the problem is licked. 


7 FF F¥ 


Ciro’s Danger is guaranteed by 
Saks Fifth Avenue to “threaten a 
lady’ s poise with its perilous fra- 
granc But some ladies you know 
Would get one whiff and completely 


destroy the gentleman’s poise. 
v v v 
Fol) 


wing the impressive example 
of the Chicago Bears, Stanford has 
demonstrated that its basic forma- 


tion is correct to a “T.” 
v v ’ 

Ke] nator is attacking an insti- 
lution of high standing and long 
Wadition in putting retail prices on 
4 delivered basis, but even “FOB 

troit” may ultimately have to re- 
Ure from action. 


v ’ v 
The idvertising field is the easi- 
est in the world to write a column | 
supplies all its own laughs. 


Copy Cus. 


“Definition of | 


NEW COLGATE'S 


oa 


5 REASONS WHY NEW COLGATE S 
WAS VOTED BETTER 2 TO! 


AVANABLE ONLY IM ERNE 


| Ne chamge im tuhe, carton or price 
—the rmprovement 13 1m the Cream 


COLGATE DENTAL CREAM © 


A new, improved Colgate's dental cream 

is featured in this newspaper copy which 

appeared in Erie, Pa., where the cream 
was first introduced. 


Topsy-Turvy War 
Economy Creates 


Thorp Sees Selective 
Selling as Immediate 


Job for Marketers 


Chicago, Dec. 30.—Broad market- 
ing adjustments to take care of de- 
| fense needs during the next several 

years, and long-range planning of 
the most careful type to make the 
ultimate transition from a war-time 
to a peace-time economy as easy as 
possible, were set forth as the major 
tasks confronting marketing execu- 


tives in the immediate future by 
Willard Thorp, editor of Dun’s Re- 
view, in a thought-provoking talk 


given at the 25th anniversary dinner 
of the American Marketing Asso- 
ciation here Friday. 

(Other reports of the meeting 
appear on Pages 25 and 26.) 

While disclaiming the 
prophet, Mr. Thorp asserted that in 
his view it was self-evident that 
the United States will take an in- 
creasing percentage of industrial 
energy and productivity during the 
next few years—ranging up to as 
high as 40 per cent. 

“The United States is not an ordi- 
nary customer,” he said. “He's a 
tough customer. He tells you what 
he wants and when he wants it, 
and also just about what he’s will- 
ing to pay for it. He brooks no 
delay and very little argument. 
Generally speaking, he buys on his 

(Continued on Page 23) 


role of a 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Basic Business Index 24 
Business Digest 18 
| Editorials 12 
Getting Personal 22 
| Information for Advertisers 12 
Obituaries 25 
Photographic Review 27 
Rough Proofs I 
| Voice of the Advertiser 16 


Marketing Problems 


Cigar Makers Come Aluminum Co. Inaugurates 


to Life at Last; 


Plan Joint Effort 


Institute Organized to 
Carry Out 4-Year Pro- 
gram 


"INSURANCE COPY" 


New York, Jan. 2.—An ambi-| 
tious attempt to remove the cigar 
from the pool room and restore it) 
to the parlor was launched here 
this week when the Cigar Insti- 
tute of America was spawned to) 
carry out a four-year promotion | 
program designed to regain the nespeesen meals se 
cigar’s former lofty estate. usweres Dacca 

Although the cigar industry has a 
made ae slight comeback in the ama? . : 
past two years, prosperity is still | ne ee TE anenne Woe: tones teem 
a long way around the corner. | a= ES a 
Whereas more than _ 8,000,000,000 ete ee 
cigars were sold in 1920, volume | _ 
fell to 4,500,000,000 in 1938. The | 
rebound of the past two years, fol- ~ 


ur. Seith’s Howe 


Your Tews 


When War ty Dene 


ALUMINUM COMPANY Q OF AMERICA 


| Carr, 


‘lowing an 18-year downward | Initial insertion in the unusual campaign 
‘trend, served only to lift sales = just launched by Aluminum Company of 
‘an estimated five billion units in America. 
1940. 

Perhaps even more serious to 


manufacturers than the loss of vol- 
ume has been the price trend. Back 
in the good old days, only 40 per 
cent of cigars sold were in the 
nickel class. Now 88 per cent sell 
|for five cents or less. 


7 ~ — t 
Times Haye Clanged 


Leaders in the cigar field have 
looked on with envy in the past 
two decades as cigarets have made 
vast strides in public acceptance. 
| They feel that much of this cigaret | 
progress has been at their expense. 
Most of them recall when cigar- | 
smoking denoted a gentleman, at a 
time when cigaret smoking was 


‘Sales Tax Found 
Most Palatable 
in Opinion Poll 


New York, Jan. 
ewWho have 
eral federal sales tax as an unpop- 
‘ular form of taxation were given 
| food for thought today when the 
|National Association of Manufac- 
iturers revealed that a_ public 
opinion poll just 

Elmo Roper showed this form of 
levy to be the most favored method 
of 11 suggested ways to finance the 
national defense program. 


reserved largely for pool room In answer to the question: “If 
hangers-on. ltaxes must be _ increased, how 

They hope, through the Insti-|should more money be raised?” 32 
tute, to restore cigars to popularity | per cent of those interviewed fa- 
and respectability. One of the at-|vored a sales tax. Raising indi- 
titudes they hope to change is that|vidual income taxes on_ present 
held by many women that cigars|income tax payers was preferred 
are smoked only by truck drivers! by 17 per cent, increased levy on 
and prize fight managers. Another all business profits by 15 per cent, 


increased tax on profits from de- 
fense business by only 14 per cent, 
broadening the income tax base by 
13 per cent, and heavier luxury 
taxes by 4 per cent. 


an unpleasant smell in a room. 

| What these trends have eembined 

to mean to the cigar industry can | 
(Continued on Page 23) 


is the belief that cigar smoke | 


Last Minute News Flashes 
Gilbert Leaves Agency for Baker Promotion 


New York, Jan. 3.—John P. Gilbert has resigned from Batten, 
Durstine & Osborn to become associate advertising manager of Walter 
Baker & Co., with headquarters at Dorchester, Mass. Baker advertising 
has been handled from General Foods headquarters in New York by 
James D. North, now released for other duties. 


Masonite Expands Magazine List, Adds Color 


Chicago, Jan. 3.—Masonite Corporation will increase its 1941 advertis- 
ing more than 50 per cent, and for the first time use color pages in maga- 
zines. Copy will emphasize expanding use of Masonite lines as fabricat- 
ing materal for other products. Additions to the list are Holland's, House- 
hold, Popular Mechanics, Popular Science Monthly, The Saturday Evening 
Post and Time. Retained are American Home, Better Homes and Gar- 
dens, American Builder and Architectural Forum. N. W. Ayer & Son is 
the agency. 


Barton, 


Coca-Cola Bottlers to Use Weekly Insertions 


New York, Jan. 3.—About 1,300 newspapers will be used weekly 
throughout 1941 by nearly 1,000 bottlers holding franchises from Coca- 
Cola Company, with copy keyed to the new slogan, “Turn to Refresh- 
ment.” This will mark the third successive year that practically all 
bottlers have run a regular year-round campaign. 


Media Contribute $4,000,000 to Defense 


New York, Jan. 3.—Media of all kinds donated between $4,000,000 and 


$5,000,000 in space and time to national defense and the army recruiting | 


drive in 1940. This figure was fixed by William H. Rankin, head of the 
New York agency of that name, following an exhaustive survey. 


2.—Politicians | 
alWays regarded a ger) 


completed — by | 


‘Insurance Advertising 


Institutional Drive Aims 
at Holding Markets 
Through Crisis 


By RAYMOND G. GIBNEY 


Pittsburgh, Pa., Dec. 30.—It’s 
news—at least to the advertising 
| world—when one of the world’s 


largest producers schedules a year’s 
advertising program, involving a 
large expenditure of money, which 
scrupulously and intentionally 
avoids in copy and illustration any 
encouragement to buy its product. 
But that’s exactly what Alumi- 
num Company of America will do in 
its 1941 campaign, according to C. C. 
general advertising manager, 
who outlined plans for the year’s 
program to ADVERTISING AGE here 
yesterday. And the reason is that 
“defense comes first,” to use the 


| dominant theme which will keynote 


every advertising message of the 
company during the coming year. 

In explaining the unusual cam- 
paign, Mr. Carr said: 


“Insurance Advertising” 


“For want of a better description, 
one might term our efforts for the 
new year as ‘insurance advertising.’ 
In other words, it is intended to do 
two big jobs. One is to bridge the 
gap during the period just sheet. 
when there will be a temporary 
shortage of our product for private 
consumption because of national de- 
fense needs. The second is to retain 
our old friends and markets for that 
future time when peace shall again 
have been restored and there is 
more aluminum at cheaper prices 
than has ever been available be- 
fore.” 

Copy in the initial advertisement 
of the 1941 campaign concisely and 
adequately sets forth the policy 
adopted by the company in view 
of the national defense emergency 
and strikes the keynote of its adver- 
tising efforts during the coming 
year. In part, the opening message 
declares: 

“A war is loose in the world. Men 
and metals must be drafted to meet 
a dire emergency. The biggest job 
aluminum has right now is to help 
defend America. For that job, this 
nation needs more aluminum than 
was ever used before. .. The Alumi- 
num Company of America, as part 
of the industry, has undertaken to 
carry out now a program of expan- 
sion which, in normal times, would 
require two decades. . . This com- 
pany alone investing over one 
hundred and fifty million dollars in 
new factories . new mills... 
new machinery ... new dams... 
new power projects . .. new ships. 
From the 1939 all-time peak pro- 
duction of 327,000,000 pounds, Alu- 
minum Company of America ex- 
pects to be producing at the rate of 
more than 700,000,000 pounds per 
year before the end of 1942. 


is 


Defense Comes First 


“But in the meantime, defense 
requirements come ‘rst. . . If you 
find it difficult at the moment to get 
all the aluminum you want, when 
you want it, you will know that 
aluminum has gone off to defend 
your home and your country... 
When we supply aluminum for na- 
tional defense in this crisis, your 
business and your family are served 
in an infinitely deeper sense than 


if the aluminum actually went to 
you. 
|is past, 
| 


. And when the emergency 
there will be more alumi- 
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num than was ever available before | 


... lower prices .. . and more ways 
in which aluminum can serve in- 
dustry and the nation.” 

To carry out the dominating 
theme, “defense comes first,” uni- 
formly throughout the year’s cam- 
paign, the following copy will ap- 
pear boxed in every advertisement: 

“To meet the needs of the Na- 
tional Defense Program, plus the 
normal demands of peace, a vasi 
expansion of our already greatly 
increased production capacity is 
being speeded. When the emer- 
gency is past, there will be more 
aluminum available than ever be- 
fore. . . Meanwhile, if you can’t get 
all the aluminum you want when 
you want it, remember aluminum 
is helping you by helping to meet 
the national emergency.” 


Aims at Normal Markets 


However, not losing sight of the 
normal and_ peacetime markets, 
copy in a box in the first advertise- 


ment, under the heading, “When 
War Is Done,” points out: 
“When peace is here... when 


people and markets are once more 
free .. . you will see such an up- 
surge in the use of aluminum as 
to make this in a very real sense 
an Aluminized America—lighter, 
brighter and more efficient, based 


on Aluminum’s economic advant- 
ages, 12 of which are: lightweight, 
high resistance to corrosion, high 
electrical conductivity, high reflec- 
tivity for light and radiant heat, 
high conductivity for heat, work- 


ability, mon-magnetic, non-toxic, 
strength in alloys, non-sparking, 
appearance, and high scrap and 


re-use value.” 

The advertising budget for 1941 
is about the same as for last year, 
although national magazines will 
not be used to the extent they were 
in 1940. 


for the new year are page and half- 
page advertisements which ap- 
peared in year-end or summary 
editions of 50 newspapers in major 
cities throughout the country. This 
message gives the keynote of the 
entire program as previously ex- 
plained and will be the only news- 
paper advertising to be used, ac- 
cording to present plans. 


Aim at Executives 


The newspaper advertisements 
will be duplicated as the first of a 
series of eight full pages to appear 
oe the year in each of the fol- 
| lowing so-called “executive group” 
|magazines: Business Week, Manu- 
'facturers Record, Nation’s Business, 
|United States News, and Farm 


The first “shots” in the program | 


Journal and Farmer’s Wife (the lat- 
ter included because the company 
feels a farmer-owner is just as 
much an executive as a plant opera- 
tor.) Ensuing ads in these publica- 


copy visioning the city of the future, 


the future, etc., and, of course, 
emphasizing the potential part that 
aluminum will play in such a world 
of tomorrow. 

A minor but noteworthy phase of 
Aluminum’s 1941 program is a 
|small campaign designed to reach 
college professors and students. For 
this purpose a series of six inser- 
tions will appear during the year in 
Atlantic, Harpers, Newsweek and 
Time. 


Much Business Copy 


For some time the company has 
been of the opinion that a wider 


tions will be devoted to prophetic | 


the home of the future, the farm of | 


/and more intelligent appreciation of | 


/ aluminum could be instilled in the 
|consuming public if its benefits 


were brought to the attention of | 
| formative minds in schools and col- | 


leges. This is 


the first try at) 


| putting such an idea into execution | 


but in the future such an educa- 
tional effort probably will be ex- 
tended to teachers and students in 
the high and secondary schools. 

A large portion of this year’s ad- 


Covering 


Love Stories Before 
They Happen 


HE HERO and heroine of this 


adventure in Objective Jour- 


nalism may not have met, as 


yet. But they're both 


on Middle Western Farms. They'll 


go to high school and 
college . 


real leaders. 


» But, under ordinary circumstances 
they would have nothing else with 


which to start. 


Free land has long 


.. and step into the farm 
world mentally equipped to build 
prosperous homes and to become 


growing up 


agricultural 


Objective Journalism is solving it. 


In Redwood and Martin Counties, 
Minnesota, Capper’s Farmer Field 
Men discovered families who were 
doing something about giving their 
children a debt-free start in life. 
Objective Journalism took hold of 
the idea and promoted contractual 


partnerships between parents and 


because 


children. The idea has caught on 
it's needed. More than 


8,000 Capper’s Farmer Farm Family 


Partnership 


since disap- supplied to 


peared. And no romantic couple 


can build a farm home withouttools, 
tractor, plows and livestock. 


There’s a subject about which 
city newspapers can write editorials 
starting “We deplore” . 
minded “pinks” can go to town. But 
all such talk and writing will never 


solve the problem. 


.. and social 


Market. 


Contracts have been 
farm families. 


And there you-«have another 
example of what Objective Journal- 
ism means to farm homes... and 
why this one magazine, Capper's 
Farmer, gives you such effective 
advertising control of the great 
Middle Western, Farm-Dominated 


CAPPER’S FARMER 


TOPEKA, KANSAS 


In these 13 states, the 
richest half of the Farm- 
Dominated Mass-Market, 
Capper’s Farmer is read 
in one out of every three 
homes. 


FORD TALKS RIGHT OUT IN MEETING 


i, 


DOES FORD PAY GOOD WAGES? 


ERE ARE SOME FACTS about Ford Labor. They cover 

wages, hours, and conditions of employment which 
have been in effect for more than 3 years. 
During the year ended November Mth, 1940, the Ford Pay- 
roll throughout the United States averaged 113,628 hourly 
wage carners, not including office employes, students, or 
executives. They were paid $185,105,439.12 On this basis, 
the average annual wage was $1,629.05 
In the entire United States there are employed approxi- 
mately 45,000,000 workers. According to the latest available 
government figures, the annual average wage of all workers 
in employment covered by old age insurance law was 
941.00. 


If these employes received the same average wage as Ford 
employes, the workers of the United States would have had 
additional wages of more than $35,000,000,000, thus increas- 
ing the national incame about 50%. Think wher such an 
increase would mean to the workers of this country and to 
the American farmer, whose prices are based on the aa- 
oval income 

Wage scales in the Ford Motor Company Rouge plants are 

divided into three classiicanons 
Unstilled ... both male and female, without ex- 

PeewerTer pom death 
Minimum hiring wage . 7Se per hour 
Sem: shilled Men with limited experience, classified 
both as non-productive and productive. 

Minimum hiring wage . 80c per hour 

Men with years of experience, classi- 

hed as productive employes. 

Minimum hiring wage . We per hour 
Wages paid above these minimums are in con- 
sideration of ability and years of service. 

Minimum wage scales for unskilled labor at the Rouge plant 

are the highest in the industry. Top wages for skilled labor 

compare favorably with, or are higher than in other suto- 
mobile compames. 


So mush for wages. Now some tacts on labor conditions in 
Ford plants: 


Not only are sanitation and other health conditions the best 
io the industry, but Ford also leads in the equipment of 
ealety devices for the protection of employes. Proof of this 


is found in the following Compensation Insurance figures 
for Ford in comparison with other plants: 

Out of its vast experience. the National Association of 
Underwriters has computed « national average rate in 
automotive manufacturing plants that is in excess of $1.50 
premium on each $100 payroll. 


The Ford Motor Company's working conditions are so far 
superior that the Ford cost of workmen's compensation ie 
less than SOc on each $100 payroll. 


This indicates that the chance of injury in a Ford plant is 
much less than in the average automobile plant. 


The Ford Motor Company has oo age limit for labor, and 
in fact dehberately attempts to keep older workers working. 
The average age of Ford workers at the Rouge and nearby 
plants is 38.7. The youngest worker is 18. The oldest, « 
railroad cer inspector, is 87. We have a crane operator who 
is 86, and « die maker who is &3. 


A recent check-up shows that nearly one-half the workers 
at these Ford plants were # or over, falling into age groups 
as follows: 


2819 are between the ages of # and SO 
14,731 are between the ages of SO and @ 
3,377 are between the ages of 60 and 70 
417 are between the ages of 70 and 80 
12 are between the ages of 80 and 9 


In addition to the so-called regular employes, the Ford 
Motor Company has hired, at the same regular hourly wage, 
thousands of workers who are blind, crippled or otherwise 
incapacitated for normal productive work. At the present 
time, there are more than ten thousand such workers on 
the Ford payroll. They are not selected for their ability to 
build cars or to maintain the plant. They are on the payroll 
because of Henry Ford's belief that the responsibility of a 
large company to labor goes beyond the point at which the 
unfortunate worker can no longer produce profitably. 


The above are facts. They have been and still are open to 
anyone who really wants to deal in facts. Anyone who 
wants to get « job... buy e car... or place « national de- 
fense contract on the basis of fair labor treatment must 
place the Ford Motor Company at the top of his eligible list. 


&> 


FORD MOTOR COMPANY 


TLL SE 


Full-page Ford copy in newspapers throughout the country this week which ap- 
parently marks the start of more aggressive, hard-hitting institutional copy than 
has been the case in the past. 


vertising budget has been allotted 
for educational advertising in a list 
of grom 90 to 100 trade publications | 
and journals reaching every field of | 
industry and production. This cam- | 
paign will be devoted to teaching 
users how to handle aluminum in 
‘the most efficient, economical and 
productive manner. Readers will 
be invited to write for new and 
| carefully-prepared booklets. 

| Supporting campaigns to the con- 
sumer for aluminum paint, win- 
dows, milk bottle caps, and foil for 
packaging will be continued. For 
milk bottle caps, five insertions will 
appear in the Ladies’ Home Journal 
and Parents’. For foil for packag- 
ing, four full pages in color will be 
published in Newsweek and Time. 
In behalf of windows, a total of 17 
half pages will be used in Ameri- 
can Home, Better Homes and Gar- 
dens, and House and Garden. For 
paint, American Home, Better | 
Homes and Gardens and the Coun- 
try Gentleman will be employed. 
The former two publications will 
‘receive three full pages each, in 
‘black and aluminum, and_ the 
Country Gentleman six half pages, 
/ also in black and aluminum. 


Two Agencies Involved 


| Fuller & Smith & Ross, Cleveland, 
| again will serve as the company’s 
lagency. However, the year-end 
newspaper advertising and the 
}initial advertisements of the series 
| to appear in Business Week, Forbes, 
|Manufacturers Record, Nation’s 
| Business, United States News and 
Farm Journal and Farmer's Wife, 
|were placed by Ketchum, MacLeod 
& Grove, Inc., Pittsburgh. The re- 
mainder of the campaign will be 
handled by Fuller & Smith & Ross. 


ABP Plans Cleveland 
Meeting Jan. 18 


Associated Business Papers, New 
York, is inviting member publish- 
ers to have their salesmen in the 
Cleveland area attend a meeting at 
the Cleveland Hotel, Jan. 18, at 10 
a. m. 

The session will be devoted to 
sales methods being used by ABP 
salesmen and future plans for as- 
sisting in selling business paper 
advertising. 


Everett A. Holman Ends 
30 Years in Advertising 


Everett A. Holman, who, in 
1927, founded the Associated 
Weekly, the first independent 


group of color sections to be es- 
tablished, retired last week, cul- 
minating 30 years in advertising. 
Starting in the advertising depart- 
ment of the Chicago Tribune, Mr. 
Holman was advertising manager 
of the Herald, Decatur, Ill., at the 
age of 21. After several years on 
the Hearst papers in Chicago he 
was appointed Pacific Coast rep- 
resentative of the Hearst morning 
newspapers, with headquarters in 
San Francisco. 

Mr. Holman now plans the com- 
mercial development of property 
he owns in the foothills of the High 
Sierra mountains in California. 


WABEBC Promotes Hayes 


Arthur Hull Hayes, sales man- 
ager of Station WABC, New York, 
has been appointed general man- 
ager of the station. He will con- 
tinue his duties as sales manager, 
in addition to his new _ position. 
Mr. Hayes was previously Eastern 
sales manager. 


Power stepped up 
5 times 


ZOOM to new sales heights 
with W H K's new selling 
power. 5000 watts day and 


night. 
WHK 


CLEVELAND, OHIO 


REPRESENTATIVES— 
RADIO ADVERTISING CORP. 
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Who will dramatize their sorrow, till 
it tears at your heart? 

It won't be an historian...nor a fact- 
ual reporter. It will be some writer of 
tales, some story teller who creates an- 
other Evangeline...and through his 
“GREATER 

GREATER 


TODAY 


TOMORROW 


THAN 


THAN YESTERDAY... 


Yet Evangeline stl remains the classic Put these two facts together and you 


example of unrequited love, of “girl have the best possible reason for adver- 
meets boy”...only to lose him. tising, Where...and where most eftec- 
Great fiction carries on. Its emotional tively...you can get your share of over 
$5,500,000,000, the annual income of 


nearly 1,850,000 Cosmopolitan families. 
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Patrick Suggests 
Advertising Copy 
for Safety Drive 


New York, Jan. 2.—In an attempt 
to cut down the appalling toll of 
lives snuffed out by motor vehicle 
accidents every year in the United 
States, Ted Patrick, ace copywriter 
of Young & Rubicam, has prepared 
an advertising campaign which 
Look will present editorially in its 
Jan. 14 issue for use in local safety 
drives. 

The Patrick offering consists of 
four layouts, keyed by the slogan, 
“Care Today— Here Tomorrow.” 
The agency man derides the con- 
tention that “injury and death are 
inescapable payments for the many 
blessings the modern motor car 
brings us,” insisting that wherever 
a community has put on a safety 
drive, accidents have been cut 
down. 


Firby Joins Rainbo 


Clayton M. Firby has been made 
sales manager of the Rainbo Baking 
Company, Cincinnati unit of the 
Campbell-Taggart organization of 
Kansas City. He resigned as man- 
ager of the bread department of the 
National Biscuit Company to accept 
the new appointment. 


NBC Realigns 
Promotion Personnel 

In a personnel realignment, five 
sales promotion executives of the 
National Broadcasting Company 
have been placed in new posts 
under Ken R. Dyke. Mr. Dyke, 
whose title has been national sales 
promotion director, has been named 
to the new job of director of pro- 
motion. He will coordinate the 
budgeting, planning and production 
of all promotion and advertising of 
NBC, including division offices and 
managed and owned stations. 

E. P. H. James, whose title has 
been advertising and sales promo- 
tion manager of NBC, has been 
named promotion manager of the 
Blue network. Charles B. Brown, 
formerly sales promotion manager 
of managed and owned stations, has 
been shifted to promotion manager 
of the Red network. 

W. C. Roux, formerly sales pro- 
motion manager of Stations WEAF 
and WJZ, New York, has been ap- 
pointed national spot and local sales 
promotion manager. 

Clayland Morgan, who has been 
serving as institutional promotion 
director, has been shifted back to 
the president’s office. His new title 
is assistant to the president. 


Michelson Moves 

Charles Michelson Electrical 
Transcriptions, New York, will 
move Jan. 15 to 67 W. 44th street. 


H offman Named 
Sales Manager 


of Brakeblok 
Detroit, Dec. 31.—Paul B. Hoff- 
man has been appointed general 


sales manager of American Brake- 
blok, a division of the American 
Brake Shoe and Foundry Company, 
and Brooke, Smith, French & Dor- 
rance, Detroit, has been appointed 
to direct the company’s advertising. 

Closing the most successful year 
in its history, American Brakeblok 
is laying plans for expansion in the 
heavy duty field and a_ further 
enlargement of replacement busi- 
ness generally. A new plant is 
being built to add 60,000 square 
feet to the company’s manufactur- 
ing facilities. 

Advertising and selling plans for 
the company for 1941 will be dis- 
cussed here Jan. 13-14 by the na- 
tionwide sales organization. 


WISH in Indianapolis 

The fourth full-time radio sta- 
tion for Indianapolis has _ been 
granted the call letters WISH by 
the FCC. The station will operate 


as Capitol Broadcasting Corpora- | 
tion with C. Bruce McConnell, 
president, and ownership by a 


group of Indianapolis business men. 


No “too” -- 


There is no “too” in Jobber Topics’ circulation. It does 


not reach jobber executives “too”, nor jobber salesmen 


“too”. It reaches jobber executives and jobber salesmen 


only. It is published for them exclusively. 


In fact, Jobber Topics was founded on this premise—‘“the 


Since 1922, that premise has not been changed, nor 
altered. Today, Jobber Topics stands alone in this field. 


There is no other publication of this kind among automotive 


While Jobber Topics advertising is restricted to manu- 


facturers with a jobber-dealer sales policy, year after year, 


it regularly prints more pages of advertising than any 


automotive trade paper. 


That impressive record is proof of the soundness of our 


premise — the jobber and his salesmen are all-important! 


THe Irnvinc-CLtoup PuBLISHING Co. 


Publishers of Jobber Topics and The Super Service Station 


NEW YORK 


NO. 5 OF A SERIES 


CLEVELAND 


FIC Classifies 
220 Complaints 
in Annual Report 


Total Slightly Lower 
Than That Issued in 


Previous Year 


Washington, D. C., Jan. 3.—Ap- 
|parently encouraged by a slight re- 
|duction in the number of advertis- 
ing complaints uncovered by _ its 
investigators, the Federal Trade 
Commission, in its annual report, 
|released today, analyzed the nature 
jof these cases for the guidance of 
advertisers. The report, covering 
| the fiscal year ending June 30, 1940, 
isaid that only 220 complaints were 
{issued compared with 241 for the 
| previous year. 
| These complaints, charging false 
| and misleading representations in 
advertising and labels, are broadly 
classified as follows: 

Fifty-three complaints alleged 
false and misleading representations 
as to the therapeutic value of vari- 
ous medicinal and food preparations 
and devices; 45 alleged misrepre- 
sentations as to the potency, per- 
formance or results to be obtained 
by the use of various products; 28 
charged misrepresentation as_ to 
composition, quality, ingredients, 
construction, or condition, including 
alleged misrepresentation of old 
| products for new; 17 alleged passing 
_ off of products as possessing quality 
| or qualities they did not have, or as 
being made of material of a differ- 
por character from that of which 
‘they actually were composed, the 


‘latter classification embracing prin- 


|plaints alleged misbranding of 
| pocket knives to indicate they were 
standard Boy Scout equipment; 


13 alleged passing off of domestic | 


|/products as imported or of im- 
ported products as domestic, 


three complaints charged misrepre- 


or home-study courses. 
Other Proscribed Claims 


Fifteen complaints alleged mis- 
representation as to business status, 
such as business connections, and 
size and extent of plant or business. 
This category also included the 
representation by distributors that 
they were producers. Eleven com- 
plaints alleged use of fictitious price 
markings, including in some 
stances also alleged misrepresenta- 
tion as to the character of the 
product. 

Other complaints alleged appro- 
priation or simulation of the trade 
name of a competitor or of a well 
known manufacturer, disparage- 
ment of a competitor’s product, or 
misreprensentation of the advertis- 
er’s, aS compared with competing 
products; misrepresentation of 
financial returns to agents or to pur- 
chasers; misrepresentation of meth- 
ods of doing business, involving 
prices, terms and conditions, in- 
gredients used, and quality of work; 
misrepresentation of the value of 
|products and coupons, of the terms 
‘under which the coupons are re- 
deemed, and with respect to prize 
contests; misleading practices in the 
issuance of guarantees and seals of 
approval, and publication of exag- 
gerated claims for products adver- 
tised; false representation that a 
patent was pending, and misleading 
use of the name “Junior League.” 


cipally leather goods or furs; 7 com- | 


and | 
|ferred attention. 
sentation of correspondence schools | 


in- | 


While the Commission’s | staff 
pored over 300,700 newspaper and 
magazine advertisements and 685.- 
000 commercial broadcast continui- 
ties, it paid a tribute to publications 
“of high ethical standard, whose 
publishers carefully censor all copy 
before acceptance.” The FTC. 
which a year ago announced that 
catalogs would be added to the list 
of material read by its organization, 
announces in its current report that 
almanac advertising is also receiv- 
ing careful attention. This is be- 
cause of the popularity of this 
medium among drug advertisers, 
the report indicated. 


Views of Catalogs 


The Commission’s interest in mail 
order catalogs has yielded some 
possible criticism of advertising in 
that medium. Of 15,208 pages ex- 
amined, 441 pages have _ been 
marked by the preliminary review- 
ing staff as containing possibly 
false, misleading and deceptive ma- 
terial and have been set aside for 


investigation. This is not neces- 
sarily significant, however, being 


the standard procedure in the FTC’s 
continuous survey of advertising. 

While drug advertising again pro- 
vided the largest number of com- 
plaints, it has shown improvement. 
A year ago, this classification ac- 
counted for 42.4 per cent of the 
total, compared with 33.4 during the 
most recent period. Complaints of 
cosmetic advertising, on the other 
hand, rose from 10.4 per cent to 12.8 
per cent. Food advertising ac- 
counted for 11.2 per cent; devices, 
2.3 per cent; specialty and novelty 
goods, 11.2 per cent; automobile, 
radio, refrigerator and other equip- 
ment lines, 4.9 per cent; home study 
courses, 2.8 per cent; tobacco prod- 
ucts, 1.2 per cent; gasoline and lu- 
bricants, 1.6 per cent; poultry and 
livestock supplies, including hatch- 
ery products, 2 per cent; other, 16.6 
per cent. 

The report said that in the drug 
field, a substantial proportion of the 
related advertising contained posi- 
tive misrepresentation or represent- 
ations which encompassed possible 
injurious results to the public and 
for that reason were given pre- 


Sees More Restraint 


While scrutiny of advertising ob- 
viously throws a heavy burden on 
the Federal Trade Commission, its 
basic function of halting unfair 
competition has forced it to expand 
in many other directions. The Com- 
mission has sharply expanded its 
work under Section 3 of the Clay- 
ton Act, which forbids activities de- 
signed to lessen competition or 
create a monopoly. Ninety such 
cases were instituted during the 
year, making a total of 256 re- 
straint-of-trade cases for investiga- 
tion. 

Price fixing continues to be the 
most frequently recurring charge in 
this field, the report said. However, 
the whole category of trade re- 
straints was numbered among the 
charges in cases pending before the 
Commission during the last year. 


May C. Kelley Now V. P. 
May C. Kelley, executive editor 
with the Ideal Publishing Corpo- 
ration, New York, since its organ- 
ization in 1937, has been appointed 


vice-president and editorial direc- 
tor of the Ideal Women’s Group 
consisting of Movie Life, Movies, 
Personal Romances and Movie 
Stars Parade. 
Hillman-Shane Moves 
Hillman - Shane _ Advertising 
Agency, Los Angeles, has moved 


to the Orpheum Theater bldg., 846 
S. Broadway. 


woc 


FOR TRI-CITIES 


Davenport - Rock Island - Moline 


" FREE 


G& PETERS, INC. 


“ Exclusive National Representatives 
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In an advertising agency, the expression “cats and dogs” is 
often used to describe the supplemental material —trade- 
paper ads, counter cards, package inserts, etc.—which sup- 
port a client’s main campaign to consumers. 


And often these vitally important parts of an advertiser’s 
selling program are treated like stray cats and dogs... given 
scant attention. 


But at Young & Rubicam, the “cats and dogs” are given 
the same measure of thought that is given to the more 
costly, more profitable, part of the account—and by the 
same people. 


Young & Rubicam, Inc., ADVERTISING 


NEW YORK * CHICAGO + DETROIT - HOLLYWOOD - MONTREAL - TORONTO 
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Neisser Withdraws 
from Neisser-Meyerhoff 


Walter R. Neisser, secretary and 


treasurer of Neisser-Meyerhoff, 
Inc., has withdrawn from. the 
agency to become secretary of 
Wyler & Co., Chicago, maker of 


soups and bouillon cubes, one of 
the agency’s clients. The agency’s 
organization and_ personnel will 
remain intact under the name of 
Arthur Meyerhoff & Co., with head- 


quarters at 410 N. Michigan ave- 


nue, Chicago. The agency has 
branches in Milwaukee and L0Os 
Angeles. 


All contracts and obligations of | 
Neisser-Meyerhoff will be assumed | 
by Arthur Meyerhoff & Co. 


Hatch to QMTC 


Fred J. Hatch, Fred J. Hatch & 


Associates, Milwa ukee, has been 
ordered to extended active duty 
with the Quartermaster Motor 


Transport Corps at Camp Holabird, 
Baltimore, Md. During his absence 
his associates, Hal Bulger, James 
Garland and Victor Nowak, will 
carry on the agency’s work. 


Changes at KMOX 


John Harvey, a member of the 
sales staff of KMOX, St. Louis, has 
been named Radio Sales represent- 
ative in St. Louis, succeeding the 
j\late John W. Bohn. Rollie Wil- 
liams, head of the production de- 
partment, has been shifted to the 
sales department, replacing Eddie 
Goldsmith, who has joined the 
Missouri National Guard. James 
Douglass has succeeded Mr. Gold- 
smith and J. Soulard Johnson, pro- 
|motional director, has been made 
sales service manager. 


‘Names Erlicher V. P. 


Harry L. Erlicher, purchasing 
j}agent of the General Electric Com- 
|pany, Schenectady, since 1931 and 
an employe of the company for 40 | 
jyears, has been elected a_ vice- 
|president. He will continue in 
| charge of purchasing | activities. 


Two to DeLisser-Boyd 


The Dispatch, Henderson, N. C., 
‘and the Review, Reidsville, N. C., 
have appointed DeLisser-Boyd, 
New York, as national representa- 
tive. 


and 


“NEW ORLEANS 


30.000 WATTS 


The greatest selling POWER in the South’s greatest city 


‘Fingertip-Fidgets: 
Joins Front Rank 
of Copy Ailments 


Revlon Hurls Its Full 


Strength Into Battle for 
Feminine Suavity | 


New York, Dec. 31.—With human 
|feet, mouths, heads, torsos and in- | 
/nards already singled out by in- | 
|genious copywriters as sources of 
odious social “ailments,” Revlon 
Products Corporation will seek a 
new field of conquest during 1941 
by heralding the discovery of 
“fingertip - fidgets.” This latest 
malady will be given the heave-ho 
on the wings of an advertising ap- 
propriation twice the size of the past 
|year’s with a schedule consisting 
of eight national magazines and 
newspapers in 16 cities. 

| In addition to the radically new 
|copy approach, the campaign will 
| be noteworthy for its attempt to 
‘broaden the market for Revlon pol- 
‘ish. The blessings of self-con- 
fidence and poise will be offered 
to women in all income groups, 
from stenographers to bankers’ 
wives. Abbott Kimball Company 
is the agency in charge of the| 
drive. 


What It’s All About 


“Fingertip-fidgets” can be de- 
scribed as “nail polish jitters’ or 
the nervous self-consciousness that 
seizes a woman when she finds her- 
self in public imperfectly mani- 
cured. The first insertion in the 
campaign bears the headline, “If 
you were alone on a desert island 
you wouldn’t have ‘fingertip-fidg- 
ets,’” with an illustration of a 
solitary woman in evening dress 
playing cards on a sandy beach. 
Copy continues: “Of course you 
wouldn’t get all flustered and self- 
conscious about peeling, chipped 
nail polish or not-quite-right shades 
if you were alone on a_ desert 
island!” 

Symptoms of the new ailment to 
which women are subject in “civi- 
lized circles’ are described in the 
|copy as follows: “You clench your 
hands to hide your nails. You look 
at the sleek lovely fingertips of 
other women and think despair- 
ingly ‘Why can’t I have hands like 
that?’” Three reasons are then 
given why “the smartest women 
swear by Revlon.” 

Second insertion will feature an 
illustration of a couple at dinner 
in a restaurant, with the woman 
looking miserable and her com- 
panion staring over his shoulder at 
a nearby blonde. 
describe “Miss G.” 
hiding her hands, eating her nap- 
|kin” because her nail polish is 
“chipped and peeling and even the 
shade looks a bit too purplish.” 
Subsequent insertions will be built 
around similar occasions where a 
;}woman might suffer from lack of 
poise as a result of “fingertip- 
fidgets.” 

On the schedule for the campaign 


as “blushing, 


are Good Housekeeping, Life, 
Mademoiselle, McCall's, The New 
Yorker, Town & Country, Vogue 


and the Woman's Home Companion. 
Full pages, in color with the excep- 
tion of the first insertion, will be 
used. Magazine copy will break 
next week while initial newspaper 
insertions will appear in mid- 
January. 


L. C. Allenbrand Advanced 

L. C. Allenbrand, who has been 
with Caterpillar Tractor Company, 
Peoria, since 1931, recently as 
assistant manager of the sales train. 
ing division, has been made man- 
ager of the company’s sales devel- 
opment division, succeeding G. E 
Spain, who has been promoted io 
general sales manager. 


Joins Hixson-O’Donnell 

L. B. Van Doren, who has been 
a member of the Federal Advertis- 
ing Agency for about 10 years, has 
joined Hixson-O’Donnell, Advertis- 
ing, New York, as an account ex- 
ecutive and director. 


Copy goes on to} 


NO NEED TO WORRY ABOUT NEWEST DISEASE 


Ye you we wline ona dese tianl.. 
yu vents’ soe Vingertip ° fidgets ! : 


OE course vou «oulin’® get olf Mastered and aclf 


conscious abut peeling. chipped nad poloh of wotaquite-right 
shades if you were lone on a deerct sled! Bot in civilaed 
crrcles ah! Lunch, beidge. tea, dinnee 
focussed on your bands. I your nail polish ion't quite perfect 
of course you have “bngertip-fdgets' You clench voor hand 
te hide your masks, You took at the sleek I ty fingertips of other 
women and think despasringly “Wi tT have hands he tha 
Vou var every day wi the week, Just use Revien Nail Enamel! 


and he sure. The smortest women eaerer by Revloa 


++ fer three reasons: 


Gir iyi! because tld Fterlin < « 


f veenens 
NAIL ENAMEL 


\e MEEK STICKS 


Opening insertion in Revion's frontal attack on horrible social disease, ‘fingertip- 
fidgets."’ 


Names Defense Group 


A national defense committee to 
work with government agencies in 
all situations affecting agriculture 
and farm paper publishing has been 
appointed by the Agricultural Pub- 
lishers Association with Horace C. 
Klein, the Farmer, St. Paul, as 
chairman. Other members are: 
Neff Laing, Pennsylvania Farmer, 
Pittsburgh; B. Morgan Shepherd, 
Southern Planter, Richmond; W. H. 
Cowles, Jr., Pacific Northwest Farm 
Trio, Spokane, and Irving Ingalls, 
American Agriculturist, Ithaca, 
ae # 


Joins Glaser-Gottschaldt 

E. J. Huber, former partner of 
Huber & Creeden, Boston, has 
joined Glaser-Gottschaldt, Boston, 
as production manager. 


Airtemp Appoints 

The Chrysler Airtemp Division 
of Chrysler Corporation has ap- 
pointed Grace & Bement, Detroit, 
ito direct its advertising. Paul Zim- 
merman is account executive. 


Five Stations to NBC 


Five stations, formerly in opera- 
tion as members of an Oklahoma 
regional network, have joined the 
Southwestern group of the Blue 
network of the National Broadcast- 
ing Company, bringing the total 
number of NBC affiliates to 227. 
They will be available to adver- 
tisers as a package, optional to the 


Blue Southwestern group. The 
stations are: KADA, Ada; KVSO, 
Ardmore; KCRC, Enid; KBIX, 


Muskogee; and KGFF, Shawnee. 


KMBEC to Pay Bonus 


KMBC, Kansas City, will pay a 
cash bonus to full-time staff mem- 
bers, varying from one month’s pay 
to new employes to six months’ 
salary to those with the station six 
years or more, who enter the 
armed service of the country. 


Network Meets May 28-30 


The tenth annual convention of 
the National Advertising Agency 


| Network will be held at the Palmer 


| House, 


Chicago, May 28-30. 


ht PMN 


ADVERTISING (1940)... 


of advertising space. 


CIRCULATION (1934 to 1940) 


Register in 1933... 


For further factual 


FOR THE "IEN PLAN.” 


461 EIGHTH AVE. 


ANNUAL REPORT TO 
INDUSTRIAL ADVERTISERS — 


MDUSTRIAL eel & 


pasts New 


702 advertisers used 5522 standard units 


ADVERTISING (1934 to 1940)... 
advertising until 1934 when 224 advertisers used space . 
time, at an average renewal rate of 79°%,, 
have and are using IEN to sell their products to its 53,000 plant oper- 
ating readers in the larger plants in all industries. 


During this seven-year period, the circulation of IEN has grown from 
@ 30,000 distribution to a company name list compiled from Thomas’ 
. to an INDIVIDUAL NAME AND TITLE REQUEST 
LIST OF MORE THAN 52,110 in 1940. 


evidence of the sort of reader and advertiser 
recognition necessary today for really effective advertising . . . 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


(Member 
CCA) 


MATERIALS 


Started in 1933, IEN carried no 
. . since that 


1232 industrial advertisers 


WRITE 


NEW YORK, N. Y. 
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Lifebuoy Gets a 
New Description, 
‘Zephyr-Fresh’ 


New York, Jan. 2.—A new copy 
appeal for Lifebuoy soap will 
introduced in February issues of 
women’s magazines by Lever Bros. 
Company, it was learned here 
today. Copy will proclaim the 
arrival of the ‘new, different, de- 
lightful, zephyr-fresh Lifebuoy.”’ 

The emphasis on “zephyr-fresh”’ 
will supplement rather than replace 
the time-honored “B. O.” appeal. 
Copy will point out that “of all 
popular soaps, it’s the One soap 
especially made to prevent B. C,,” 


find that “improved zephyr-fi77", 
Lifebuoy has the same deodorizing 
and germ-removing properties as 
the old Lifebuoy.” 


The campaign, prepared by Wil- | 


liam Esty & Co., will employ the 
balloon technique. One woman 
user will testify that she likes Life- 
buoy better than ever now, while 
a man explains about the “lift” re- 
sulting from a Lifebuoy shower 
and calls the product “the only 
soap that leaves me feeling really 
clean, zephyr-fresh.” 


Smith Goes to “PM”; 
“Liberty” Names Noble 
Ralph Noble, formerly statisti- 
cal director and 
advertising manager of the Mac- 
fadden Women’s Group, has been 
appointed sales promotion manager 


be 


assistant to the | 


PREPARE FOR SALES CONVENTION 


Federation of Sales Executives to be held in Cincinnati in June. 


This group is already hard at work on plans for the meeting of the National 


Left to right: 


Burnett Reed, Cincinnati Chamber of Commerce; Harry C. Anderson, Globe- 
Wernicke Company; Harold J. Cummings, Minnesota Mutual Life Insurance 


Company; and Ralph Hess, Ralph H. Jones Company. 
ident and Mr. Anderson vice-president of the national federation. 


Mr. Cummings is pres- 


Clarence Francis to 
‘Direct AFA Program 

Clarence Francis, jp.esident of 
General Foods Corporation, will 
serve as honorary chairman of the 
program committee for the 37th 
annual convention of the Advertis- 
ing Federation of America, to be 
held at Boston, May 25-29. 

Paul Garrett, chairman of the 
AFA board and vice-president and 
|director of public relations of Gen- 
eral Motors Corporation, declared 
that Mr. Francis’ acceptance of the 
post indicates the interest which 
top men in industry have in adver- 


of Liberty. 


He succeeds Harold Smith, 


PM 
Chapman to “Golf” 
Richard D. Chapman, 


the executive staff of Golf. 


who 
has become promotion manager of 


national | 
amateur golf champion, has joined | peen appointed Eastern advertising 


PARAAARARARAARARAAA | New York. 


CHROMURA PRINT 
from KODACHROME 


tising and in 
|advertisers and media 
facing 
Todd to “Outdoorsman” 
| Henry B. Todd, formerly 
Street & Smith publications, 


|manager of Outdoorsman, 
‘new office at 489 Fifth 


with 


Ellis to Hens & Kelly 


Lloyd H. Ellis, former advertis- | 
The ultimate in copy for process plate work—gives new | ing manager of the May Company, 
reproduction perfection — price $38.00 up—Investigate! | has been appointed sales promotion 


PHOTOCHROM - 1141 Belmont - Chicago 


and advertising manager 


| jamin L. Fowler. 


New Customers Added 


by Consumer Research 


Increased 


One selling idea, developed from 
consumer research added almost 
$1,000,000 to the sales of a famous 
toilet article. Effective advertising 
sold many new users. Sales climbed 
rapidly for the first 2 years. 

Rising Sales Misleading 
Meanwhile, 


continuing consumer 
research showed that sales. in- 
creases were due to—l. The orig- 


inal purchases of new users. 2. Ex- 
pansion of initial distribution. 

But a far more important fact was 
uncovered. 

Extensive investigation showed that 
50% of all new customers discontinued 
their use of the product after emptying 
the first package. 
Consumer buying on 
shows some 
competitors. 


all products 
rotation among direct 
But a 50% was 
much too high. Sales’ increases 
stopped. In many major markets 
the volume actually dropped at a 
rapid rate. 


loss 


Research among consumers revealed 
the reasons and the remedy. Changes 
in the product and in the advertis- 
ing, based on the facts uncovered, 


Sales 80% 


soon sales forward 


pushed 
This time on a sound basis. 


again. 


Within 2 years this product's share 
of the business multiplied 3 times. 
It advanced from a market position 
of 15% of all retail sales in its 
whole industry, to 45%. 


Research Wins More Customers and More Sales 


Facts collected from final users develop 
the most dramatic advertising appeals. 
Provide the most powerful selling themes. 
Advertising copy almost writes itself, once 
we analyze and present the facts from 
your market. 


Our thoroughly trained and widely experi- 
enced field investigators are located in 
practically every major market in the coun- 


om GT 


try. We offer the results of 13 years of 
marketing research experience on many of 
the most famous food, drug, grocery and 
household equipment items in America. 


Consultation on merchandising promotions 
and advertising campaigns. Consumer and 
dealer surveys. Radio surveys. 


Vay we show you a practical plan for 
getting more new customers? 


APELLE- 


_ Marketing Research and Merchandising © ij 


the problems which 
owners are 
in these fast-moving times. 


with 
has 


avenue, 


of Hens 
|& Kelly, Buffalo, succeeding Ben- 


| 


| 
|best potential customer. 


Not Much Happens 
as ASCAP Music 
Goes Off the Air 


Eventual Outcome Un- 
certain as Fight Con- 
tinues 


New York, Jan. 2.—‘Der Tag,” 
perhaps more widely discussed than 
any other date in advertising ‘his- 
tory, this week came and~ went. 
Effective Jan. 1, programming on 
most of the radio stations in the 
United States, including the affili- 
ates of all major networks, -pro- 
ceeded without the benefit of the 
American Society of Composers, 
Authors and Publishers as a musi- 
cal source. 


With diplomatic relations actu- 
ally severed, both ASCAP and) 
radio broadcasters sat back » to 


await public reaction. It will be 
several weeks before radio research 
organizations will have available 
ratings for leading programs com- 
paring listenership in the ante- and 
post-ASCAP eras. : 

The two warring parties are 
pushing ahead _ vigorously with 
their recruiting and publicity cam- 
paigns. At this writing BMI re- 
ports 674 stations as _ subscribers 
and ASCAP 167. Spokesmen for 
the latter predicted that 400 sta- 
tions would eventually be lined up 
in the ASCAP camp. 

Agencies All Set 

As the contractual relationship 
between broadcasters and ASCAP 
came to an end, the National Asso- 
ciation of Broadcasters. disclosed 
that interviews with seven promi- 
nent advertising agencies found 
sponsors “all set’ for the future. 
Agencies queried were N. W. Ayer; 
BBDO; Erwin, Wasey; Lennen & 
Mitchell; Lord & Thomas; J. Wal- 
ter Thompson; and Young & Rubi- 
cam. 

NAB also made two important 
moves over the holiday, carrying 
the story of the controversy direct 
to both radio listeners and mem- 
bers of ASCAP. A brochure, enti- 
tled “Portrait of a Monopoly,” was 
mailed to about 250,000 radio lis- 
teners throughout the country, 
selected on the basis of their posi- 
tions as local leaders and _ their 
known interest in music. A second 
mailing piece in the drive, entitled 
“A New Deal for Songwriters,” 
will be released shortly. 

The open letter to ASCAP mem- 
bers was a message “over the 
heads” of the organization's lead- 
ers. The text recounted the entire 
history of the controversy and 
wound up with the hope that 
“sooner or later ASCAP’s manage- 
ment—or new management—will 
change methods which even a fed- 
eral court has recently denounced 
as illegal. And, when ASCAP 
changes these methods, it will be 
ready to do business on a business 
basis with a friendly industry 
which is and always has been its 
“For we music. We 


want your 


want to give our listeners all of the 
best of all kinds of music. And we 
want to pay for music when we 
use it.” 

The letter was characterized by 
ASCAP as “an obvious attempt to 
drive a wedge into the ranks of 
ASCAP and discredit its manage- 
ment.” 

In seeking to gauge public reac- 
tion to the absence of ASCAP on 
many stations, the New York Times 
reported today that “a majority of 
‘radio listeners in the metropolitan 
‘area noticed little difference in the 
music offered over the air” on 
|the first day of the new musical 
‘era. The newspaper poll, in which 
persons were picked at random 
from the telephone book, “showed 
Itha 


/aware that composers and broad- 
|casters had been at odds for weeks 
| and that their contract had expired 
with the arrival of the new year.” 
| One of the cleverest promotional 
stunts conceived thus far appeared 
here in the form of a display ad- 
vertisement in the Daily News, 
purporting to express the indigna- 
tion of a_ typical listener who 
\“threw his radio out the window” 
‘after listening to ‘a succession of 


no-name rhumbas, broken-down 
waltzes and swing versions of 
‘Jeannie with the Light Brown 
Hair.’” The radio fan, whose 


name and picture formed part of 
the ad, bewailed the “musical hog- 
wash offensive both to my ears and 
nostrils” that replaced his favorite 
musical fare. 


Rose Feels Justified 


After disposing of his radio set 
the listener and his wife celebrated 
their own “declaration of indepen- 
idence” by  hieing 
Billy Rose’s Diamond Horseshoe 
cabaret where they were able to 
hear “the very things verboten on 
the radio.” A footnote to the ad, 
signed by Billy Rose, applauded the 
listener’s sentiment and pointed out 
that Mr. Rose felt justified in pay- 
ing for the ad. 

Despite the fact that he’s a mem- 
ber of ASCAP, Mr. Rose remarked, 
ne believed the message was “in 
the public interest.” 


ASCAP THREATENS SUIT 
AGAINST TEXAS COMPANY 
New York, Jan. 3.—The first in- 
fringement suit to be instituted by 
ASCAP will be directed against the 
Texas Company, Buchanan & Co., 
its agency, CBS and 87 stations 
carrying Wednesday night’s Fred 
Allen program, the allegation being 
that the introductory and closing 
tune was from “Wintergreen for 
President,” by George Gershwin. 
Denying the allegation, Buchanan 
told ADVERTISING AGE today that the 
theme music is an original melody 
written especially for Texaco by 


Will Irvin, owned by Texaco and | 


unpublished. The agency’ ex- 
pressed the opinion that since the 
Fred Allen show was the “biggest 


game” the first day, ASCAP ex- 
ploited a good publicity opportu- 
nity. 


Music circles point out that in re- 


most listeners were net even! 


themselves to! 


—— 


cent years ASCAP has experienceg 
great difficulty in winning suits in. 
volving alleged similarities in a 
few bars of music. Legal victories 
have been primarily cases where 
complete songs have been played 
when not authorized. Virtually a}) 
popular songs contain at least soine 
musical expressions that are simj- 
lar to previous works. 


Gotham Kids Find 
‘Taint Funny’ 
Just Too Funny 


New York, Jan. 2.—Althou:h 
sidewalk parlance has yet to win 
its social spurs, advertising re- 
Searchers may detect a guide {0 
effective copy appeals in a survey 
just completed by New /Yor!.’s 
Police Athletic League, which re- 
vealed that “ ’Tain’t Funny, McGe»” 
was the most popular expression of 
the past year among Gotham kids 
—and among plenty of their elde:s, 
| too. 

The poll was interesting from 
two angles—first, it sought to de- 
termine what modern expressions 
have been adopted by youngsters 
who never heard of such bon mots 
of older generations as “Get a 
Horse” and ‘23 Skidoo,” which 
used to panic their grandmas and 
grandpas. Second, the study 
| flected the powerful influence of 
radio on juvenile minds. 

Of the five most popular catch 
phrases, three emanate from radio. 
In addition to the top choice, the 


re- 


Johnson’s wax Fibber McGee and 
Molly program furnished another 
favorite, “That Ain’t the Way I 


|Heerd It.”” The moppets have also 
adopted Jerry Colona’s “Who's Ye- 
hoodi?” on the Bob Hope Pepsodent 
show. The two other choices were 
“Hit the Road,” which police offi- 
cials label “self - manufactured,” 
and.“‘“Go Way From Me, Boys, You 
|Bother Me,” a strange selection in 
view of the fact that it was intro- 
duced more than 20 years ago by 
a veteran comic but attained popu- 
|larity only recently. 

| The Police Athletic 
boasts 50,000 members. 


George Dunham to N. Y. 


George R. Dunham has _ been 
added to the promotion department 
of the New York offices of Colum- 
bia Broadcasting System. He was 
sales promotion manager of WEE], 
CBS station in Boston. His Boston 
successor has not yet been named. 


To J-W-T in Canada 


Stokely-Van Camp Corporation 
of Canada, Ltd., has appointed the 
Toronto office of J. Walter Thomp- 
'son Company to handle its adver- 
tising. 


League 


SELECTIVE. 
MERCHANDISING =>) ) ) 
S MARKETS 
“Merchandising Authorities nen 
For Over Thirty Years” 


1170 BROADWAY, NEW YORK - 


Our Pledge for 1941: 


GUARANTEED 
TIME 


For National Spot Advertisers 
in BALTIMORE 


Right 


popular “live talent” shows with 


now there are several 


ready - built audiences available 
for sponsorship. Write for details 


or see your Petry representative. 


WFBR 


BALTIMORE 


National Representatives 
EDWARD PETRY & COMPANY 


* ON THE 


NBC RED NETWORK * 
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ADVERTISING AGE 


YEARS 
OF LEADERSHIP 


The volume of Display Advertising carried by the Cincinnati Times- 
Star during 1940 jumped well over its own record for the previous year 
to a total of nearly 3,500 pages, or more than 8,000,000 lines. 


This latest yearly record represents a margin of leadership of more 
than 900 pages OVER the other evening paper in Cincinnati, of more 
than 1,700 pages OVER the morning paper and more than 1,650 pages 
OVER the Sunday paper .. . and for the 33rd straight year again puts 
the Times-Star FIRST among all Cincinnati newspapers “in the buying 
eyes of the Display Advertiser.” 


This is a record which shows as plainly as handwriting on the wall 


that the Times-Star does the COMPLETE selling job in this rich trading 
area, where retail sales total more than $300,000,000 annually. 


CINCIN NAT <seatu6sye08—TT MES STAR 


HULBERT TAFT, President and Editor-in-Chief 
Owners and Operators of Radio Station WKRC 


oe | a | | |e | ee | ee 
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NEW YORK: Martin L. Marsh, CHICAGO: Kellogg M. Patterson, 
60 East Forty-second Street 333 North Michigan Avenue 
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American Airlines 
Drops ‘Flying 
from Advertising 


First Announcement of 


New Policy Made in 
Willis Book 


New York, Dec. 31.—A_ wide 
cleavage of opinion among air trans- 
port advertisers was in evidence 
this week following appearance of 
“Your Future Is in the Air,” a 
chronology of air transport adver- 
tising by P. P. Willis, who formerly 
handled American Airlines, 
through his own agency and more 
recently has been in charge of that 
account for Ruthrauff & Ryan. 


Inc., | 


ican Airlines, Inc., that received the 
award from the Chicago Advertising 
Club in 1939. Today the word ‘fly’ 
is discouraged in American’s adver- 
tising because passengers do not| 
fly; they travel by air; we are sell- 


| ing transportation, not flying.” 


Slogan Is Unchanged 


American Airlines, Inc., appa- 
rently stands alone in this new con- | 
cept, for in Chicago the Air Trans- | 
port Association of America said | 
that its campaign will continue | 
through 1941 with the same old} 
slogan floating from the masthead: | 
“It Pays to Fly.” United Air Lines | 
also indicated that it will continue | 
to discuss the advantages of “flying”’ | 
in its advertising. 

Incidentally, the prize-winning 
advertisement presented by Mr. | 
Willis depicted a contented business | 
man sitting back at his ease and 
meditating, “Here I am—the fellow | 
who said he would never fly!” 

The sub-title of Mr. Willis’ new | 


The book provided the first ink- | volume is “The story of how Amer-| 
ling that American Airlines, Inc., is| ican Airlines made people air-travel 
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controversy in these words: 
“American operates the ‘Southern 


Transcontinental Route’ from New | 


York to Los Angeles, the most 


southerly of the transcontinental air | 
American believes that it) 
enjoys certain advantages by opera- 


routes. 


tion through the Southern section 
of the country—better weather con- 
ditions and lower average terrain. 
“American decided, in 1937, to 
advertise those advantages, and 
after much revising, an advertise- 
ment was published. It became 
extremely controversial in the in- 
dustry. United Air Lines published 
a counter ad denying that altitude 
of the terrain was so important and 
saying that its weather was as good 
as American’s. The issue threatened 
to develop into an argument, with 
newspapers as a battlefield. 


Hold Peace Conference 
“It was agreed that anything 


| which adversely affects the industry 


as a whole adversely affects all 
members of the industry. President 
Smith took the attitude: ‘The public 


“While American still claims—| 


and rightly—definite climatic and 
geographic advantages for its 
Southern coast-to-coast route, nev- 
ertheless with today’s 
planes, 


less difference whether a plane is 
flying over something that rises 
above sea level or over something 
that is below sea level.” 

American Airlines, Inc., also will 
refrain in the future from any re- 
joinders to advertising of contempo- 
raries in competing fields, such as 
the “Old Iron Pants” copy run by 
the Pullman Company. “Old Iron 
Pants has to work while he travels,” 
exclaimed Pullman. This inspired 
American to run an advertisement 
showing a turtle racing along the 
road at a mile or so per day, while 
a harassed business man on his back 
attempted to turn out some pressing 
work. 

Mr. Willis, somewhat contrite, 
tells the whole story of “air lines 
versus railroads”: 


“In the main, air lines and rail- | 


modern | 
instruments and perfected | 
operating methods, it makes much | 


_— 


TURNABOUT 


| 


_ Whos standing in the way 
of Georgia's progress ow? 


eae ee ee ee ee ee 
ee ae 


is not interested in a fight between | roads have been good sports in their | 
two air lines. There are more im-| competitive advertising. The man- 
| agement of American Airlines took 


portant things and it will end up in 
no good for any of us. Let’s forget) this attitude: ‘This country needs 


abandoning use of the word “fly” in| conscious.” This heading might also 
its advertising. The notice is pro-| cause some debate in the industry 
vided rather casually in a caption| were it not for the fact, developed | 


ATLANTA GEORGIA 


Proposed Southeastern Pipe Lome. - New Artery for Amerwas Lite-blood 


Lame 


under a reproduction of a magazine | in the book, that most of the lead-| 


advertisement, as follows: 
“Above is reproduced the maga- 
zine page advertisement of Amer- 


ing companies feel that it is bad | 
policy to wash their linen in public. | 
Mr. Willis recalled the “low level” | 


it’ The presidents of United and 
American talked the matter over 
and the whole thing was called off. 


every form of transportation it has. 
There is work and room for all of 
them. Let each tell of its own ad- 


(*——~ @ new vehicle for 


words and pictures that sell! 


Entirely different, new formula coated papers 
providing all the beauty of costly printing 


paper at the price of ordinary paper. 


@ Rewarding our more than sixty-eight years of con- 


stant research and experimentation; climaxing our 


many important contributions to printing art and 
advertising, Kimberly-Clark Corporation has perfec- 
ted and now makes available a sensational new-type 
coated paper that allows printing results formerly 
obtained only with high-cost paper. 

What does this new-type paper mean to you? Just this: 
IF YOU HAVE BEEN BUYING HIGHEST QUAL- 
ITY PRINTING, you now can buy more printing at 
the same price by specifying Trufect*, Kimfect or 


Multifect* ! 


IF YOU HAVE A SMALL PRINTING BUDGET 
which has limited you to cheap-appearing catalogs, 


“nee. ©. 8. PAT. OFF. 


circulars and brochures, you now can afford 


extra cost! 


to step-up to quality paper at J/ittle, if any, 


What is this new-type paper like? just 


visualize the smoothest, cleanest, richest 
appearing printing paper you ever saw — 
that’s Trufect, Kimfect and Multifect — a 


Established 1872 


NEENAH, WISCONSIN 
New York: 122 East 42nd Street + Chicago: 8 South Michigen Avenue 


grade to fit your needs and your budget. 


Seeing és believing — Ask your printer or paper 
merchant to show you samples of this unique paper, 
or write Kimberly-Clark for proofs of printed results 
heretofore obtainable only with high-cost printing 
papers. You'll agree, these new-type papers do most 
for the money! They are available through your 
paper merchant. If you prefer, inquire direct. 


KIMBERLY-CLARK CORPORATION 


Los Angeles: 510 West Sixth Street 


Turning the argument around is the 

strategy of this pipe line newspaper ad- 

vertising which appeared in Georgia 

papers recently. It accuses railroads of 

standing in the way of progress now, as 

stagecoach operators did when railroads 
were new. 


vantages and let the public decide 
how it wants to travel.’ 


Ribbing the Rails 


“However, some of American’s 
| ads have stepped on the railroads’ 
toes, to wit: The ad that ran in 
1937 and pictured a business man 
sitting at a train coach window, and 
opposite him a woman pointing out- 
| side to a billboard that read, ‘You 
would be in New York now had you 
traveled in an American Airline 
flagship.’ At the top of the bill- 
board was ‘3 hours and 55 minutes 
from Chicago.’ 

“Then again, when American 
advertised ‘travel above dust and 
dirt’ some railroads kicked, despit 
the fact that their current adver- 
tising was telling the public (by 
inference, to say the least) to stick 
to trains because they are safer. 
Recently a Pullman testimonial ad 
asked, ‘Why travel a way that is 
less comfortable and less safe?’ 

“It was not until 1940, however, 
that American, in a semi-humorous 
vein, ‘replied’ to Pullman advertise- 
ments that claimed, ‘When one goes 
by train, one is able to work en 


route.’ That does not, according to 
American, seem to be the maior 
reason for traveling—therefore, 


American’s ‘turtle’ advertisement in 
color. 

“There appears to be no inclina- 
tion upon the part of either air lines 
or railroads to fight each other in 
advertisements. It seems to be ac- 
cepted as a strictly business propo- 
sition. Each is offering its wares to 
the public with increasing vigor.” 


| .* 

‘Schneider to Bamberger 

| Albert F. Schneider, art directo: 
of the Blaker Advertising Agency. 
New York, for seven years, 
been appointed assistant art direc- 
tor of L. Bamberger & Co., New- 
ark, N. J. 


has 


Atherton to Trane 


George R. Atherton, well known 
in the heating and air conditioning 
industry, has joined Trane Com- 
pany, La Crosse, Wis., to do execu- 
tive sales work with the 85 Trane 
| branch offices. 


WRVA COVERS — 
RICHMOND 


AND NORFOLK 


IN VIRGINIA! 


PAUL MH BArEEE CO WatOwal OOPOrSENTaTIVE 
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|A MILLION-DOLLAR 
GAIN 


In 1940, advertisers increased their 
investments in Yre AMERICAN HOME 
market by *1,143,147— 44% over 1939— 
as She AMERICAN Home attains the 


heaviest concentration of suburban 
circulation of any major magazine! 


; or from every industrial field contrib- 
uted to The American Home’s total 1940 revenue 
of $3,766,039, every issue showing gains over 
the corresponding issue in 1939. 


The American Home’s increase from 300,000 
to over 2,000,000 circulation between 1933 
and 1940 has been both a cause and an effect of 
the greatest population change revealed by 
the 1940 Census. Suburban population has in- 


creased twice as fast as the rest of the U. S. 
since 1930—now totals 6,500,000 families. 


From this fastest growing market of Americans 
“at home” The American Home selects an in- 
terested audience of two million families with 
reasons to buy and ability to pay. A higher pro- 
portion have incomes over $1,000 a year than 
any major magazine. Does your advertising and 


sales effort adequately cover America’s able-to- 
buy families? 
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Full-page newspaper advertise- 
ments in cities all over the country 
have presented a statement of the 
wage and labor policies of the Ford 
Motor Company. It is a detailed 
and convincing presentation of the 
desirable working conditions main- 
tained in the plants of the company, 


| The Ford ludow Policy 


and covers every point that anyone | 


interested in the welfare of the 
workers would want to know about, 


with the exception of the attitude | 


of the company toward unions. 
The advertisement was timely, in 
view of the attacks being made by 


labor organizations on Ford as a 
recipient of government defense 
contracts. In addition, it is well 


known that at least a partial expla- 
nation for the failure of the Ford 
car to hold first place in automobile 
sales is the feeling among a consid- 


| Yet 


‘of low-priced 


which emphasizes the 
importance of organized labor both 
as a political factor and as a mar- 
ket. Enlightened labor policies such 


as those employed by the Ford 


10 Cents a Copy, $2 a Year 


increasing | 


Motor Company, which led the way | 


in establishing a $5 a day minimum 
wage and always sought to 
combine the desirable objectives of 
higher wages for workers and lower 
prices to the public, should be able 
to win acceptance from all groups 
since refusal to “play ball” 
organized labor has had the 


has 


with 


|effect both of making it less accept- 


able as a recipient of government 
business, and handicapping it in its 
efforts to sell a large part of the 
market represented by purchasers 
automobiles, the 
company is confronted with a prob- 


‘lem which may possibly be incapa- 
ible of 
from 


retreat 
strongly 


solution without a 
one of its most 


\defended positions. 


erable number of workers, and 
particularly union members, that 
Ford is antagonistic to labor. 

Most business men will sympa- | 


thize with the efforts of the Fords 
to maintain their independence of 


labor unions, especially as the same | 


news pages which carried the story 


of the protest registered at Wash- | 


ington against placing government 
contracts with the 
Company likewise published re- 
ports of a Congressional committee 
which reiterated its findings that 
‘he National Labor Relations Board 
has been biased, arbitrary and 
unjust both with reference to labor 
organizations and employers. 
Nevertheless, the situation is one 


Ford Motor | 


\fight for his ideas. 


Whether we like it or 
must admit that 
strongest position in 
it has ever held. 
porations have 


not, we 
labor is in the 
this country 
Many large cor- 
decided that they 
must get in line with what seems 
to be the undoubted trend of the 
times. Henry Ford is not only a 
successful industrialist of the first 
magnitude, but likewise a rugged 
individualist who is prepared to 
It will be sig- 
nificant to others in similar posi- 
tions to note the outcome of his 
courageous battle for continued 
independence of organized labor. 


Can Business Go on As Usual? 


President Roosevelt told the 
country in his radio talk December 
30 that business cannot go on as 
usual, and that the country must 
be prepared to make sacrifices. 
Perhaps that is true, and perhaps as 
events move more rapidly toward 
what seems to be the 
climax, every thought of the main- 
tenance of normal business must be 
forgotten in the full-time job of 
preparing for national defense. 

Certainly the demands upon 
industry for war goods must be 
given preference over those of a 
purely commercial and consumer 
character. The establishment and 
enforcement of priorities in the 
delivery of materials and equip- 
ment will bring this about auto- 
matically. The President’s warn- 
ing may have been needed to step 
up the progress of defense produc- 
tion and to clear the way for 
greater acceleration of effort in this 
direction. 

On the other hand, it is highly 


inevitable | 


desirable that normal living and 
normal business activities should 
go on as far as possible, without the 
dislocation which is certain to 
follow complete concentration of 
national effort on military 
paredness. We need greater 
pacity for the production 
goods, and yet many plants of a 
different character are not being 
operated to capacity. We need more 
skilled mechanics to man_ the 
equipment in war goods industries, 
and yet unemployment remains 
large and the idle should be ab- 
sorbed in other types of work. 


pre- 
Ca- 
of war 


While preparing to make a maxi- 
mum effort to meet defense objec- 
tives, we need normal business in 
all directions not only to maintain 
public morale, but to give full 
employment to all who need it and 
to provide the economic base for 
the successful financing of what 
may prove to be the most costly 
and hazardous undertaking in the 
history of the United States. 


TERMINOLOGY IMPORTANT IN MARKETING 


if 
NAVY 


CRANKLIND MEMAHON % 


The Tatler 


Ad-libbing 


$60,000,000 Per Day 

Signs (all kinds) save the Ameri- 
can public at least $60,000,000 a 
day in time, or 21 billion dollars 
per year, according to Orville J. 
Grisier, secretary-treasurer of the 
National Sign Association. Mr. 
Grisier makes this statement in a 
booklet titled, “Benefits of Sign 
Advertising,” which is being dis- 
tributed to build up favorable 


opinion for that oft-buffeted me- 
| dium. 
The dollar estimate, of course, 


includes the time saved by all types 
of signs—No Parking Here, Five 


| Miles to Keokuk, Stop, Men, Ladies. 
/It is based on the 600 million miles 


of motor travel rolled up by motor- 
ists in 1938 by some 60 million 
people with an average earning 
capacity of 50 cents per hour. Signs 
save this group $30,000,000 per day 
and Mr. Grisier estimates that 
pedestrians save an equal amount. 

“There exists a group in this 
country,” he remarks, “who feel 
that we should assist the people 
desiring to follow the highways to 
mountain parks, to public play- 
grounds, to museums and the like, 
but if some poor human wishes to 
find a jar of Burma Shave, he 
should find it as best he can and 
thereby add the amusing pastime 
of working a puzzle to amusing 
highway rhymes. 

“There is no sin connected with 
making a business transaction. If 
a man wishes to buy a good cigar, 
a quart of oil, a shirt, a pair of 
shoes, take a Turkish bath or find 
a good hotel, these reformers would 
lead us to believe that he is un- 
worthy of assistance. If, in any 
way, a man wishes to do anything 
that might add to the national 
wealth, no sign shall assist him in 
saving his precious hours . . . he 
might go about his business with 
God's help . . . but never with the 
help of signs!” 

Mr. Grisier performs his 
well and the booklet is an effective 
argument. And it also ought to be 
added that he is just as critical as 
anyone else of shabby signs, signs 
improperly placed and “baby talk” 
signs. Finally, it seems to us that 
the booklet has an added value in 
being printed without the elaborate 
fanfare accompanying much media 
promotion. It has been  plano- 
graphed in one column pages with 
a cover in pink (or is it cerise?). 


Now Wait a Minute 

We hope that 1941 will see the 
development of something new in 
cartoon strip copy, even though the 
present type may be doing a good 


task 


sales job. That we don’t know, but 
we do know that we have become 
'a bit jaded in looking at one piece 
of copy after another (sponsored 
by the most eminent of advertisers) 
‘where the first picture shows the 


|victim haggard and thin, worn and 
worried because he (or she) has 
not yet found out about Sanka 


| coffee, Kellogg’s Pep, Sal Hepatica, 
or any one of a thousand other 
| products. 

| Take for example a current Sal 
|Hepatica advertisement in re Daisy 
‘and Maisie. Daisy wakes up (bou- 
|doir picture) feeling awful. She 
needs a laxative but she has to see 
a man about a job at 10. She 
doesn’t know about Sal Hepatica so 
she skips the whole thing. Sees 
the man but she is so dopey that 
she doesn’t click. Walks out with- 
out the job, still feeling lousy. 

Maisie wakes up (boudoir pic- 
ture) also needing a laxative and 
also having a date to see a man at 
10 about a job. (Small world, 
after all.) She takes Sal Hepatica, 
she gets the job, silently thanking 
Sal Hepatica. 

While the average reader gets the 
idea, we're afraid that he is left 
with wonderment as to why these 
girls who have job-hunting dates 
the next morning don’t get to bed 
the night before and get some sleep 
so that they can wake up with a 
fair chance of feeling decent. 

Kellogg’s “Pep Appeal” series in 
the current magazines is another 
fetching example. It’s a dialogue 
between a photographer and his 
model, the latter having lost her 
“oomph.” Model bursts into tears. 
Photog shows her a box of Kel- 
logg’s Pep. Model brightens up 
immediately and has her picture 
taken eating a big bow] of Pep. 

Maybe we're too serious. 


Feedwater Facts 

We didn’t know what feedwater 
was until we opened a recently 
released brochure put out by the 
Allis Chalmers Mfg. Company, 
Milwaukee, Wis. The title, “Feed- 
water Facts,” and the cover picture 
of a man holding something in a 
test tube intrigued us and probably 
would you, too. But the most 
interesting part of the booklet, to 
the layman, is the manner in which 
it is gotten up. The pages are filled 
with charts, data and graphs which 
would be more than terrifying if 
viewed alone. But tipped in 
between each of these pages, are 


smaller sheets where everything is 
clearly explained. 
masterpiece. 


It’s a technical 


| spotlight. 


' handle 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1754. 1940-41 Farm 
Duplication Study. 

The Katz Agency has issued its 
twelfth annual analysis of state ang 
national farm paper circulations 
The study lists, by states, the cir. 
culations of 33 general farm papers 
which are ABC members, 29 state 
and sectional, and four nationa] 
farm papers. 


Paper 


No. 1755. Liquor Route List, 194]. 

The Florida Select List offers this 
new route list, which contains the 
names and addresses of all con- 
cerns holding licenses for the sale 
of liquor in Florida. 


No. 1706. The Staff of Stars. 

In this new brochure, The Dalla; 
News puts its editorial staff in the 
Photographs and_ text 
present the men and women who 
the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists al] 
over the state who make news of 
Texas agriculture, industry and 
politics come alive for Dallas read- 
ers. 


No. 1745. Listening Audience, Cen- 
tral New York State. 

This folder, issued by WSYR, 
Syracuse, has an inside pocket which 
holds loose leaves reporting five 
different listener surveys. They 


|cover station popularity in princi- 
|pal cities, in ten counties nearest 


| No. 1746. 


Syracuse for both farm and city 
listeners, and in a typical farm 
region. The fifth survey shows 
what local merchants think of 
WSYR as a mover of merchandise 


Your Packaging Mar- 


ket. 

Packaging Parade offers this 
study, which tabulates a wealth of 
material on the packaging market 
Among other things, it gives the 
value of packaging materials and 
machinery produced in 1937; the 
value of products in relation to 
packaging materials used; and con- 
centration of production in leading 
package-using industries, with spe- 
cific market data on these indus- 
tries. Coverage of the publication 
is given, with facts about rates and 
mechanical requirements. 


No. 1725. The Tri-Cities—a Pre- 

paredness Market. 

The Davenport - Moline - Rock 
Island market is mapped and an- 
alyzed in this new folder issued by 
the Rock Island-Moline Argus and 
Dispatch. It brings out the current 
activity of the area, due to the huge 
defense program at the Rock Island 
Arsenal, with consequent increase 
of employes, payrolls and building 


No. 1721. How You Can Use Laurel 
Improved Photo-Offset. 

In this new brochure, Laurel 
Process Company outlines its fa- 
cilities and services, and illustrates 
the speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from 4 
simple, illustrated sales letter to the 
more complicated layout, including 
examples of color work and cu0- 
tone. 


No. 1722. Why Should I? 
“Advertise in Our Sunday Visitor 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous re4- 
sons. The papers’ editorial appeal 
and reader response are discussed. 
and information is provided con- 
cerning the number of readers. 
where they are, and their buying 
ability. Rate and circulation dat? 
are included, as well as some ad- 
vertisers’ success stories. 


, 7. 7 


er ¥ es ©. 
‘ = = ; — — 
line 
ba | Zz | 
ne a EEPING ; 
bs a ssw ’ 
‘ae a MIN pivision ———— 
a 
; — _ fo / 
ee : ¥ 
; es i 
’ 4 et 
idl aseeaceceeeicemasiiaieal Gaiowes ; 3 es 
i (ssi 
oie “i, 7S As. 
eee ye, ‘G 
: ; enn re | enwAx | 
a /\ VK y h> 
ee... — _ — is - 
= — audi 
sic‘ twee —_- : 
aa 
Ye 
= MENT ANOS P LENE ORIEL TI A RA SS ee NT RE ENS NS. STON 
ey oe ee 
ee Be ee 
; Tinea’ 
ee 
ee 
ee 
‘ 
' 
| ee —— i 
- | 
a 
ic. 
Se 
. he i a ONE re aes ae prs ogehs Pa ae es PS ee PETS Bs, Sean inf oe ee a a Sh Re ie ea ae f aces : 
abe a tad Boop ae RE be a 5 eee a ee ita, fee Oe ee ee es 5 ee ge eae a, ae at ear, A 
igetta eb ee ag ee ar - BAO, Ae sneer oN Gone oe nes & Job anes ee ee ieee in Sat OT a ys Cie whey tee ae ek eee ee Eee Ak 
a ele ah ; SF Me ; aT a hse i ce’ . 0 i £0 is : Aca ai os of * van fr . eit 2 ae es ; ; i. ; — bie, a, ee . 4 tes 3S ye € - a 


january 6, 1941 


ae - 


. 


for related 
senw 


ary he your 


or line te better 


5 
t survey 
red ini dependen 
fi s, gathered in 
| Here are facts and figure | 
Hing seorrn © . 
relaved * 
ba r- the co ee an the other short sect 
sea dollar higher shar the « 
| 4 Jatedatem selling ba _e 
7 previous discussion of rel 
ie 7 
7 b'. O- ot lew general ae a 
| bring you the before-a™ ett 
| pent which converted & part at 
| . stor Pa 
: | pec into @ celared-selling aoe 
| , ties handkere jniefs, jewelry: ™ vant \ 
| | : ™ . 4 
shirts. hy the related +e om se \- a 
are five #ay® in whic’ pes nn pro - — 7 r 
a speriority over the of y se : & 
“a Tr ca 100 bought © arcane (St 
sone, #5 © 
. 
SUMMARY ’ 
related: 
srore hae done wth 
= oe re 2 oe that the Mens fb urnesh 
> Styled com umber of fancy oe seg wa ta 
shows thet P 
" eclhng ” eure ot 
» why oot 
lated eething can turn the unk. ™ 
i 
yennt a b> er . 
aperde 1ee Dar 
aq ve pendence 
| . er Syed <r eee 
) : 7 : N ws cect : = =: 2 
py & C0., 
7, Moy, HY 
TR ‘ . . 
: . 
| i saces oo renew 
7 | 3 ay ry prpant™e 
: sau - 
| i sroas vet 
| gales of the furnishings dP 
ae 0 whole were pe A DG z 
aleearly pry aed aoa | 
herbs a ; _ . ) 
check of chitt © aa 4° - aa 2 " 
- 4 e i "iS gee a _ sie, a ee ; 4 
’ < Iag wt 
h | | , | 
, a | ; | ur fa e ‘ } | ) ' l | | 
i | | : : An | ° ‘ie ‘ # .¥ r e 
| | ‘= tea Sales ; : a a f “all 
} v ‘a | , 
y | | 
n ? 
; 5: ) - 
) | | 
B “ _ ’ Qa) S OU f 4 j 


* - 7 o a ~ 


G. A, PHILLIPS, Advertising Manager 
Cluett, Peabody & Co., Inc. 


@ Nearly three decades of experience with the 
world’s most famous shirt and collar maker .. . 
n that’s Mr. Phillips’ record. He joined Cluett, 
d Peabody in 1911 and became director of the com- 
pany’s huge advertising operation in 1935. 
Through the shifts and changes which have come 


_ to his industry, as to all industry, he has relied 
in major part upon trade papers to make clear 
k his company’s position and plans—to keep well- 


nourished the spirit of cooperation which prevails 
hetween Arrow and its dealers today. 


4 

. ELECTRICAL DEALER 

. 360 N. Michigan Ave., Chicago 

' ELECTRICAL MERCHANDISING 

1 330 W. 42nd St., New York 
HOUSE FURNISHING REVIEW 

a] 1170 Broadway, New York 

4 JEWELERS’ CIRCULAR- KEYSTONE 

y 100 E. 42nd St., New York 

2 NATIONAL FURNITURE REVIEW 

666 Lake Shore Drive, Chicago 


g SUPER MARKET MERCHANDISING 


“4 45 W. 45th St.. New York 


AMERICAN LUMBERMAN 


431 S. Dearborn St., Chicago 


THIS ADVERTISEMENT IS ONE OF A SERIES TO STIMULATE GREATER INTEREST IN TRADE PAPER ADVERTISING | 


‘ BOOT AND SHOE RECORDER 

if 100 E. 42nd St.. New York 

; DEPARTMENT STORE ECONOMIST 
7 100 E. 42nd St.. New York 

DRY GOODS JOURNAL 

” “a 1912 Grand Ave., Des Moines, Iowa 
fo, 


says G. A. PHILLIPS 


; Advertising Manager, Cluett, Peabody & Co., Inc. 


a0°S Sie 


HE turn of the century... 


William McKinley was in 

the White House. In China, 

the Boxer Insurrection was engag- 

ing the attention of the world. It 

was a full year before Marconi 

signalled the letter ‘‘S’’ across the Atlantic— 
two years before the first radio message. 


That year, Cluett, Peabody Company was 
two years old. It had not, by seven years, ac- 
quired its famous Arrow Collar Man. But it 
had begun an operation which was to prove 
one of the most important factors in its suc- 
cess. It had initiated a program of trade 
paper advertising. 


Today, that first small venture in trade 
papers has grown into an unbroken 40-year 
record. And for nearly 30 of those years, G. A. 
Phillips has been somewhere behind the 
scenes in the creation of each individual ad- 
vertisement. 


“In the beginning,’’ he says, ‘tit was the 
news about forthcoming collar styles which 
trade papers helped us present to dealers. It 
was then that Arrow salesmen first discovered 
that the advance publication of these styles 
in trade papers, smoothed the way for easier, 
bigger sales—a truth which the Arrow man- 
agement has never forgotten.”’ 


As the shirt and collar industry, with all in- 
dustry, grew more and more complex, Arrow 
turned from style announcements in trade 
papers to timely discussions of fundamental 
policies. Results of Arrow-conducted surveys, 
helpful to merchants in selling related lines, 
were published. Trends and specific selling 
techniques were analyzed for the benefit of 
retailers. And through the entire program 
there was evident a spirit of understanding 
and helpfulness which has contributed much 
to the great good will enjoyed by Arrow today. 


Only trade papers could do a job like this— 
for only through them can the manufacturer 
economically talk to the trade in its own 
language. 


Today, six leading trade papers in the men’s 
wear field regularly carry Cluett, Peabody 
advertising. Each of them is contributing, in 
its fashion, to the maintenance of the splen- 
did record of growth achieved by the manu- 
facturer. Each is telling the story of Arrow 
to wholesalers, salesmen and _ retailers—to 
staunch old friends and lively new prospects. 


No wonder Cluett, Peabody regards its 
trade paper program as forty years young. 
Bright as the past has been, the future seems 
still greater to many a company which has 
placed in the past—and continues to place 
today—real faith in trade papers. 


How about your company? 


REMEMBER ALWAYS, TRADE PAPER ADVERTISING PAYS! 
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Food and Promotion Make 


$15,000,000 


Howard Johnson Turns 
Hand Freezer Into 150 
Restaurants 


BY MILDRED 8S. SULLIVAN 


Boston, Mass., Jan. 2.—Here’s 
a recipe for business success: 

Mix a youngster who sees the 
world as his oyster with a very 
carefully chosen assortment of good 
foods and confections; fold in a 
choice selection of merchandising 
and promotional ideas; stir furi- 
ously for 20 years, in the mean- 
while constantly adding liberal, but 
carefully prepared bits of selling, 
marketing and advertising strategy. 
Bring to a balance and there you 
have it: the Howard Johnson Ice 
Cream Shops and Restaurants, with 
150 units stretching from Maine to 
Florida, an annual business of 
$15,000,000, and definite plans for 
westward expansion. . . 

At the end of World War No. 1, 
21 - year - old Howard Johnson 
stepped out of Uncle Sam’s uniform 
and settled down to the problem 
of getting a job and filling the place 
left vacant by his father’s death. 
He bought a newspaper’ and 
periodical store at Wollaston, Mass., 
a small town just to the south of 
Boston. The purchase included an 
$18,000 debt which sent him scurry- 
ing after ways to increase his in- 
come, and incidentally laid the 
foundation for his later success. 

Purchasing a hand freezer, he 
churned some real home-made ice 


PHOTOS &:° 5c 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail. Send photo or negative. We do the rest. 
Quotations supplied for any size. Same low prices. 
Phote post cards {Yee in lots of 1000. 
Window Displays— Enlargements— Transparencies 
Commercial Photo, 41 W. 45th St., N. Y. C. 


at Roadside 


cream, which he sold over the 
counter with such success that 
hand-churning soon proved inade- 
quate to the demand. 

Realizing he had _ = something 
worth while, he set to work devel- 
oping a recipe that could be pro- 
duced commercially while retaining 
distinctive flavor and texture. This 
he marketed in 28 flavors, at a time 
when half a dozen flavors were 
considered a wide range of choices. 

In May, 1928, he opened his first 
roadside stand at Wollaston, where 
he offered motorists cleanliness, 
adequate parking and really good 


ice cream. Soon he added frank- 
furters—the best he could buy, 
grilled in pure creamery butter, 


served in fresh rolls with tasty sea- 
soning. 


Adds Complete Food Service 

During the first year, he netted 
enough to build two more shops 
with larger seating capacity and 
with the addition of such dishes as 
fried clams, French fried potatoes, 
sandwiches, salads, steaks, chops, 
chicken and _ lobster, eventually 
offering everything from an_ ice 
cream cone to a wide choice of full- 
course dinners. 

At the end of the second year, 
Johnson shops began to dot the 
New England highways and each 
year since from 10 to 20 units have 
been added until they now repre- 
sent a real estate value of more 
than $9,000,000, employ 10,000 men 
and women and do a $15,000,000 
annual business. 

Early in the Johnson history, 
advertising began to play the im- 
portant part which has been ex- 
panded year by year. During his 
first year in business, when he had 
only ice cream to sell, Mr. Johnson 
spent $1,000 for advertising, chiefly 
in newspapers. The budget has 
been steadily increased until it 
currently accounts for more than 


$100,000 a year. 


Belt 
people like to ride. But it’s 
not “Old Dobbin" 
hitched to. They hurry be 


Ix America’s Money tires, 


they're Cessories, 
for anyone 


ve! 
hind sleek horses of steel! things! 


And 
horses have, as they roam 


what appetites these 
the cities, towns and farms, 

P > . . ; s f zs 
harnessed in the engines o ja aie 
more than two million cars, 
trucks and tractors. What's 


more, they won't go off to 


WILL YOU SELL IT ? 


anti-freeze, 
spark plugs and other ac 
What a 
who sells such 
You can figure out 
how many hundreds of mil 
lions of dollars the check 
runs to, if you wish 
ing the cash registers ring 
advertisers 
feed these horses keeps us 
too busy to total this up. 


And it's easy to let the 


market or into fields with- yoney Belt folks know Gallons 36,846,830 
out first receiving a satis what you sell. You can Tires (pass. cars) 2,660,915 
fying meal of gasoline and seach every nook and cran Tubes (pass.cars) 2,850,980 
oil, plus plenty ot grease to ny of this rich area with R 
keep their joints limber. The Cowles Stations—ra batteries (cars 
a : > and trucks) 1,140,917 
And that's not all they dio’s four-way vorce of 
require gear lubricants, America’s Money Belt — : 
In Imerica’s Money 
Belt” there are: 
Passenger autos 1,583,878 


Represented Nationally by THE KATZ AGENCY 


batteries, 


WHICH OF THESE 
DO YOU SELL? 


market 


Estimated Annual Retail 
Sales in “America's 


Money Beit” 


mak 


who 
(casoline 


Gallons 1,465,659,825 


Lubricating Oil 


Trucks 127,497 


414,479 


(on farm) 


Tractors 


SPECIAL DINNER 
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Typical Johnson newspaper advertise- 
ment devoted to “special occasion" 
dining. 


Fundamentally, Mr. Johnson has 
something to advertise. He benefits 
because of the large percentage of 
repeat business. While the weak- 
ness in many large multiple unit 
eating places lies in the fact that 
the quality, preparation and service 
of foods varies widely, the Johnson 
technique is so standardized that 
motorists are guaranteed the same 
ice cream, the same fried clams 
and the same lobster dinner 
whether they dine in Maine, New 
York or Florida. 


Everything Standardized 


This standardization includes in- 
terior layout and floor planning, 
each piece of equipment having a 
definitely established position. 
Every item of tood is prepared and 
served according to detailed in- 
structions given at the Howard 
Johnson Training School of which 
all supervisors, assistant managers, 
head waitresses, cooks, pastry and 
short order cooks and fountaineers 
are graduates. 


All food products are manu- 
factured by the company or are 


approved by headquarters as_ to 
quality. Johnson - manufactured 
products include ice cream (manu- 


factured in four large plants), nuts, 


| candies, potato chips, cheese, 
bakery goods, frankfurters and 
isyrups. The company annually 


sells in excess of $2,500,000 of these 
products exclusively through its 
own outlets. 

| These product and service ad- 
vantages are advertised through 
three principal media—newspapers, 
outdoor posters and printed pieces. 


Newspaper space up to full pages 
‘is used in all metropolitan Boston, 
|New York and Washington, D. C., 
| newspapers and in many places. 
| Copy announces the opening of 
/new shops, emphasizes institutional 
|themes and advertises special din- 
|ing events such as Thanksgiving 
and Christmas. Wide use is made 
of photographs, including Mr. 
Johnson's portrait, outdoor signs, 
j}interiors and exteriors. Use of the 
| Johnson portrait tends to personal- 
|ize the service while pictures of 
signs and shops make the shops 
|easily recognizable. 


| 
| Children Help Advertising 
headed, “From 


| A typical ad is 
|Maine to Florida—across the land 
, Howard Johnson's has glorified 
|the roadside stand,” this copy em- 
phasizing fried clams, frankfurters 
jand ice cream. Another full-page 
|shows Mr. Johnson’s son and 
| daughter enjoying frankfurters 
with the heading, ““My Daddy says, 


‘A regular meal for regular fel- 
| lows.’” 
| When the American Legion re- 


cently held its national convention 
|}in Boston, the company used a full- 
|page in color featuring about 50 
\different insignia of World War 


evenly between describing’ the 
complete menu and listing locations 
of all shops. 
Carrying out the same themes 
are 600 outdoor displays, including 
four large spectaculars. They fea- | 


events is usually divided x 
| 


foods and spotlight in turn such big 
selling items as ice cream, | 
frankfurters and fried clams by | 
showing individual servings. Ice | 
cream remains the big Johnson | 
seller and profit maker, and there- | 
fore receives a large proportion of | 
product advertising. One reg 
board used in 1939 showed Mr. | 
Johnson’s son, in a full-color repro- | 
duction, enjoying an ice cream 
cone. This idea was improved upon 
for the 1940 season by showing, in 
full color, his son and daughter, 
each enjoying an ice cream cone, | 
with the heading, “You'll love our 
Daddy’s ice cream, too.” 


500,000 Booklets 


The company annually distrib- 
utes about half a million de luxe 
travel booklets slightly larger than 
5% by 8 inches, containing about 
44 pages and entitled, “From Maine 
to Florida with Howard Johnson’s.” 
Covers of recent editions have gone 
into color, developing shop recogni- 
tion by showing the orange roof 
and specially designed outdoor sign 
which is typical of each unit. 

About one-third of the booklet is 
devoted to company history, show- 
ing a portrait of Mr. Johnson and 
some 50 photographs of interiors 


ture the dependability of Johnson | 4 


—— 
— 


EVERYTHING'S IN 


Rotogravure ncwspaper page for Howard 

Johnson which shows a typical restau. 

rant, its sign, and three or four of its 
specialty foods. 


offering the complete serving in 
one package. 

Johnson shops are owned about 
50-50 by Mr. Johnson and his three 
sisters and by franchised operators, 
who finance their own shops to be 
operated strictly according to 
established routine. The average 
unit investment is between $50,000 
and $75,000, although some cost 
around the $100,000 mark. A small 
unit does a $30,000 annual volume, 


and exteriors. The remainder con- 
centrates on scenic and _ historic 
spots, classified by location and 
closely tied in with a list of shops 
in that area. 

These booklets have so appealed 
to motorists that many have asked 
for extra copies. Books have gone 
into schoolrooms, and have been 
distributed among clubs and other 
groups. 

In addition to these three major 
advertising media, Johnson shops 
have been well advertised by their 
standardized signs which empha- 
size “Howard Johnson’s Famous Ice 
Cream—28 flavors,” and which also 
feature Simon’s Pieman, the John- 
son trademark. 


Unusual Packaging 

Johnson foods are sold and 
served in unique packages which 
add greatly to their value as good 
will builders. Frankfurters appear 
in colored paper holders which fea- 
ture Simon’s Pieman as well as an 
orange-colored shop roof. Fried 
clams are served in a paper con- 
tainer which somewhat resembles 
a painter’s kit. A large well holds 
clams while a smaller one holds 
sauce; there is a thumb hole to be 
used for serving the container and 
a small insert to hold paper napkin, 


while a large one, like the Long 
\Island unit, does a million dollar 
| business. 

The 42-year old Howard Johnson 
| personally directs the activities of 
the entire business. He is assisted 
by a staff of supervisors and check- 
ers who are continually checking 
operation of all units to make cer- 
tain that standardization rules are 
strictly carried out. 

Market studies are being con- 
ducted in various western cities, 
and ultimate national coverage is 
already beyond the stage of mere 
dreaming. Advance market studies 
include a detailed analysis of peo- 
ple’s eating habits, traffic densities 
and speeds, income levels and 
population density. 


Vars Heads Sterling 


Addison F. Vars, head of Addi- 
son Vars, Inc., Buffalo advertising 
agency, has been elected presi- 
dent of Sterling Engine Company, 
Buffalo. He has served the engine 
company as executive vice-presi- 
dent since August, 1939. 


Names Wallace Witmer 


The State Gazette, Dyersburg, 
Tenn., has appointed Wallace Wit- 
mer Company, New York, as _ its 
national representative. 


JOHNNI 


6,812 quarter hours 
of sportcasts for four 
consecutive years 
with KWK — — and 
not one* of them 
sustaining. 
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outfits. Copy for special dining-out 
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Exclusive MUTUAL BROADCASTING SYSTEM in St. Low 
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| Deglman Succeeds Cohen 


Wine Industry acoagph, a Deglman hasbeen 
Happy as Banner 
Year Comes fo End 


| the Boston Store, Milwaukee, suc- 
|ceeding Samuel J. Cohen, who has 
resigned to establish his own busi- 
‘ness in New York. 

|who has been with the store’s 
|advertising department since 1925, 
| the last two years as manager, is 
succeeded by Robert 


New York, Dec. 31.—Capping a assistant advertising manager for 
qve-year upward trend, the domes- | the past two years. 
tic wine industry has just completed 
a banner year in which sales were Sampsel to Butler 
estimated at 17 per cent ahead of Sampsel Time Control, Spring 
the 1939 level. Valley, Ill, maker of automatic 


Equally noteworthy along with 
the ascending sales curve is the 
entry of another major distiller in 
the field. Following National Dis- 
tillers Products Corporation, which 
acquired the business of Shewan- 


controls for heating and air condi- 
tioning equipment, has appointed 
Kenneth B. Butler & Associates, 
Mendota, IIl., to handle its adver- 
tising. 


Mr Deglman, | 


A. Heinz, | 


| Alexander Smith 


Produces Movie 
for Sales Clerks 


New York, Dec. 31.—Modern 
methods of rug merchandising, in- 
| cluding a demonstration of how to 
match a carpet with the color 
scheme of the room in which it is to 
| be used, have been placed on film in 
|a new sound movie sponsored by 
Alexander Smith & Sons Carpet 
| Company. 
| The picture, which was made by 
| Audio Productions, Inec., Long 


Right.” It stars Professor Quiz and 


| Bob Trout, who use their familiar | 


|radio question-and-answer 


Island City, is called “Right—100% | 


nique to bring out the points in the 
Alexander Smith sales story. 

The quizmaster and his announcer 
question a typical consumer and her 
husband, a retail rug dealer, a rep- 
resentative of Good Housekeeping 
and a color consultant. The film 
features the new Alexander Smith 
color idea, which enables house- 
wives to match their rugs not only 
with their wallpaper and draperies 
but with the color of their own 
hair. 

The magazine representative at- 
tests to the reliability of Alexander 
Smith advertising, and points out 
that labels on the rugs give helpful 
information for purchasers. The 


color consultant explains her system | 


| of matching color schemes, and the 


| tion of 


to sell and later the approved ap- 
proach. 

The film runs for 30 minutes and 
is designed as an aid to the educa- 
sales clerks. It was 
| produced under the direction of the 
| Alexander Smith agency, Anderson, 
Davis & Platte. 

‘Minster Joins Compton 
Walling Minster, formerly with 
|Minster & Co., New York manage- 
;ment engineering concern, has 
|joined Compton Advertising, New 
| York. 


L. C. Harford Resigns 

LeRoy C. Harford has resigned 
jas president of Harford-Hussey- 
| Woodward, New York, window dis- 


tech- | retailer demonstrates first how not| play lithographer. 


Jones, Inc., a year ago, Schenley 
Products Company entered the 
American wine industry last week 
by purchasing Cresta Blanca Wine 
Company. 

The 1940 sales gain for the do- 
mestic industry followed a similar 
advance in 1939, when volume) 
topped the previous year by ged 
20 per cent. The war abroad has | 
not affected the wine industry ma- 
terially in either year, for over 90 | 
per cent of sales have been of | 
domestic products for several years. | 

California dominates the domestic | 
wine scene, accounting for 90 per 


cent of the output. New York State 


the remainder. 


wines provide from 5 to 7 per cent) 
of the domestic volume, with other | 
sections of the country contributing 


Co-op Advertising Heavy 


Most wine advertising dollars 


naturally come from California. The 
Wine Advisory Board, with head- 
quarters in San _ Francisco, is 
completing the second year of 
its three-year campaign, with a 
$2,000,000 budget for advertising 
and merchandising spread over that 
period. Supporters of this coopera- 
tive effort point to the pronounced 
sales gains of the past two years 
and the fact that the heavy adver- 
tising outlay coincided with the 
sharp sales increases. 

The promotion fund is raised by 
a tax of three-quarters of a cent 
per gallon on dry wines and one and 


* pistillery ™ 


» K 
€ nsBors 


35,021,292 cir- 
culation per 
week! 


Write for new 
rate card and 
full details! 


one-half cents per gallon on sweet. z Ww alley, ny 
wines. The program is so set up willia® aley Compehs » 
under the California marketing act | MIe 4 Ee whe 
that when two-thirds of the pro-| will osters» Laine» 
ducers in the industry indicate their taxi-P shingt? Kye 
willingness to participate, it be-.| ol we Lie Kentuc we 
comes mandatory for all to pay the | uisvi . 1: us 1941 
ar | Yeer Bil?: for ® prose that ox RINGS 
Although the third year of the | peppy New as we PLAD PL, aelive® yint SPR 
campaign is not slated to begin until | 4-poster LENMORE a 
February, there seems to be no| on your Tax TA G 
doubt that the producers will vote ain count KENTUCKY erve 
to continue it. Signatures are now ag Lop for ° sf ue, rignt®> 
being obtained in order to insure wal as t t trein 9 the g down 
1941 operation. woe You mee the F ssee® 4 thats 
Emphasis in Wine Advisory the oro tly oruis le are 
Board advertising, which is directed tel, «te onst «ne 
by J. Walter Thompson Company, | +ne ho and ° go whe 
) thee ” yeer 
has been and will continue to be +nhe You eighth 
on exploding fallacies about wine Main stre sts Use t git our otnes 
drinking and promoting wine as a nat int are gied anvensifie fail to &® 
beverage for all classes to serve and we {un ge1d0 
purchase at all times. now your « that “ de8- 
In addition to heavy advertisi u for hag b 2 aeere py ri 
ms avy acverusing 4th ¥ to suc n ruly>» 
In newspapers and magazines, the w 4siDdé 8 Les whe sv t 
program involves a comprehensive | ave 4 re ail Your 
merchandising and educational | itt 
campaign, aimed both at the public ain 
and at retailers. _— ” P ponaurent ere 
: . ing 
Harrington Advanced paverti® 
Frances Harrington has _ been 
Named assistant to James _ V. 
Spadea, publisher of You, New app : MBB 
York Mrs. Harrington has been 


Vice-president of You Publishing 
Company for three years. 
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TWO BILLION DOLLARS! 


Fourteen Million Negroes in the 
United States spend over Two Bil- 
lion Dollars every year. Are you 
getting your share of this business? 


IF NOT, WRITE TODAY 
FOR FULL PARTICULARS 


EDWARD A. BAKER CO. 
PUBLISHERS REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


Get just regulor winter mee 
services at (SOHIO 
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Voice of the Advertiser 


This department is a reader’s forum. 


Letters are welcome. 


BANK TURNS INTO CATHEDRAL FOR CHRISTMAS HYMN SINGING 
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A view of the San Francisco Bank during the carol singing by children of employes 
ployes’ own singing society also took part. 


Bank Builds Goodwill 
with Christmas Carols 

To the Editor: The San Fran- 
cisco Bank observed the holiday 
season this year in an unusual 
manner. Its choral, consisting of 
90 members of the personnel, aug- 
mented by 60 children of employes, 
sang Christmas carols in the lobby 
of the bank during the week 
preceding Christmas day. They | 
were accompanied by an organ and 
the program was broadcast over 
the Mutual Broadcasting System. 

I am taking the liberty of enclos- 
ing pictures of the group which 
might be of interest. 

MARGUERITE E. DowNING, 
Manager of Advertising and 
Publicity, The San Francisco 
Bank, San Francisco, Cal. 


eS 


on the day before Christmas. 


The em- 


result of expenditures made in IIli- 
nois by visitors from other states 
attracted by the Illinois Develop- 
ment Council’s advertising. Every 
tourist spends freely for hotel 
accommodations, meals, souvenirs, 
wearing apparel and other items. 
Business men in every section of 
the state report improved business 
from tourists during the summer 
season. The ratio of $7.52 returned 
to the state for every advertising 
dollar spent 
account these other benefits gained. 
| Returns from the industrial-agri- 
cultural phase of the program, 
which is. still under way, are 
already being felt. The full bene- 
fits to the state from this phase will 
be received after the industrial 
advertising has been in force over 
a long enough time to have influ- 
enced the greatest possible number 
of business men in other states to 
move their plants to Illinois, or to 
open new branches in the state. 
Industrial advertising is dependent 
upon consistent and _ long-term 
|efforts to secure the best results. 


Rosert E. Straus, 
Chairman, Illinois Development 
Council, Springfield, Ill. 


vy 
Drive for Lower Postal 


Rates Gets Under Way 


To the Editor: Lower postage 


rates have been talked about for | 
About two years 


some years past. 
,ago the Associated Mail Merchan- 


\disers decided that the time for 
movement 


action was here. The 


was started, and has now pro- 


gressed to the point where we are | 
ready to take our plea before Con- 


gress. 


We ask: First—That first class 


does not take into) 


a eee — 


mail, consisting of letters and writ- 
ten and sealed matter, be reduceq 
\to 2 cents for each ounce, except 
local letters where free delivery by 
carrier is not established; I cent ; 
ounce for local letters where no 
letter carrier, rural or star route 
carriers are established. Letters in 
business reply envelopes be re- 
duced to 3 cents for the first ounce 
and 2 cents for each additiona] 
ounce, collected on delivery. 

We ask: Second—That third class 
mail, consisting of circulars and 
other miscellaneous printed matter, 
j}also merchandise, be reduced to } 
cent for each 2 ounces. 

The A.M.M. proposed to incor- 
porate the above into a bill to be 
presented to the Congress. Recent 
investigation shows that such a 
course is unnecessary. The new 
Congress will be faced with the fact 
ithat the present revenue act ex- 
|pires July 1, 1941. The current 
rate on first class mail is contained 
|in that act. This means that action 
|must be taken at once if we are 
|to obtain the lower postage rate. 
|The job can be done by petitions 
direct to Congress. We have a Con- 
'gressman lined up who is ready to 
|present them on the floor of the 
|House. This organization of mail 
|dealers is now about to start floods 
of petitions rolling on to Congress. 

We invite all those who use the 
|mails to get in this movement with 
jus, whether affiliated with us or 
not. The support of the entire mail 
industry is needed to make this 
movement a success. Full infor- 
mation may be obtained by ad- 
\dressing the undersigned. 
| CrarK A. Carp, 

Publicity Director, Associated 

Mail Merchandisers, 46-10 88th 

Street, Elmhurst, N. Y. 


'of interest to your readers. 


ithe 1940 
|increased 93 per cent more than 
\the average increase for the sur- 


collections, and to the businessman 
of Illinois as the result of expendi- 
tures by larger numbers of visitors 
to the state. 

These facts undoubtedly will be 
We are 
enclosing a graphic chart showing 
increase in state park attendance 


jand in gas tax collections achieved 


by the Council’s advertising cam- 
paign, and the returns to the state 
treasury from gas tax collections as 


|compared with the expenditure for 


tourist advertising and promotion. 

During the five-month touring 
season, May to September inclusive, 
collections in Illinois 


rounding states. This extra increase 
amounted to $715,293.32 — money 


_brought into the state by tourists 
|from other states, and spent by IIli- 


|nois residents in touring Illinois 
linstead of taking weekend and 
‘vacation trips to nearby states. 


Illinois Tries Advertising 
and Finds It Good 


To the Editor: The advertising 
campaign which has been con- 
ducted since 
nois Development Council to pro- 
mote the advantages of our state 
has brought excellent returns to 
the state of Illinois, in the form of 
vastly increased gas and sales tax 


last June by the Illi- | 


This extra $715,293 was returned to 
the state treasury as the result of 
an investment of $95,000 in adver- 
tising the attractions to tourists in 
Illinois; or, $7.52 brought in by 
every dollar spent for advertising. 

During the same period, sales tax 
collections increased $4,893,000 over 
the same months of the preceding 
year. Part of this increase was the 


ILLINOIS ADVERTISING PAYS WELL 


Visitors 


Miners Ges Tox Collection increase Double 
Regronel Averoge increose 


Miinets increese 
May te Sept. inc, 
1940 ever seme 
peried 1939 
7.7% 


Begiere! o-eoge 
increase, Wis 
Minn, lowe, Me 


RESULTS OF ILLINOIS STATE ADVERTISING CAMPAIGN 
MORE VISITORS IN ILLINOIS 


hawt Hts Pah enendenr ver he rome pred 29, wes. OF9,O29 


ps} 1999 dite ak aie ate the the ath 
dh ah dhe th th ath th ah dh ah 


bech symbe! represents 100,000 visitors 


{- Ung tont, 92° Meth UR gins coy Loe 
1940 th dete ted MBP Seen” F000 de dete 


ech tymbe! represents 25,000 vistors 


LARGE INCREASES IN GAS TAX COLLECTIONS 


EXTRA Increase 7\4 Times Amount Spent 
for Advertising 


[OnE] [ONE | [One |] [OnE ) 
[one '] [fone |] [fone] [or 


The portion of the Mlinels gee tox increase OVER AND ABOVE the 
everege increase for the surrounding States emounted te $715 29232. 
or $7 52 returned te the State Treasury 


ONE | 


ter every delter ipent fer edvertsing Minos 
ponte of mtwres! lor tourists 


How the Illinois Development Council is 


presenting the results of its first year as 


an advertiser. 


marketing. 


ON PAGE 24 


you will find the answer to How's business in 82 


important markets?” 


“Index of Retail Activity in 82 Important Markets” 
—an exclusive, copyrighted feature — gives you 
the answer to this important question at a glance, 


enables you to determine the bright spots in 


Turn to it this week and every week in ADVERTIS- 
ING AGE. This week, on page 24. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO ST. 
CHICAGO 


SAN FRANCISCO 
Russ Bldg. 


e LOS ANGELES 
Garfield Bldg. 


330 W. 42ND ST. 
NEW YORK 


° ATLANTA 
Walton Bldg. 
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OPENS BIG PUSH Kopmeier Named President Three- Point Dawn manager, LaSalle Extension Univer- Endurette Names Grady 
| John H. Kopmeier, Wisconsin sity, as follows: “constructive edu- Endurette Corporatio f Amer 
Ice & Coal Company, has been for Local Clubs cation of the general public and ica, Cliftwood,  N. J. "he aaenee 
elected president of the Sales Man- business leaders; counter-offensive Robert B. Grady Company, New 
agers’ Association of Milwaukee. against opponents of advertising; York, to handle its account. Plans 
ond =. “on ~~, —— Set Up by AFA and a public relations program.” are being made for the promotion 
ammond, loe ros., Milwaukee — > — ‘ee- of Endurette Nylon, new water- 
Company, vice-president; E. J. ae Reiocton P tre ars ' a ma Willier Heads Committee proof fabric. 
Hoslett, Curtiss 1000, Inc., secre- P°'™ progre b Coes WO Crewe pan : Jeiceiteneialiciade 
tary; and Frank E. Doherty, To- advertising’s educational and social Paul Garrett, AFA chairman, and Murrt Adds Duti 
ledo Scale Company, treasurer. values has been presented to clubs| vice-president of General Motors ay unes 
associated with the Advertising Fed-| Corporation, pointed to the under- GG. Donald Murrfay, general 


Cooperative newspaper copy released by 
Michigan Wine Institute. 


Nine Michigan 
Wineries Launch 
Promotion Drive 


Detroit, Dec. 31.—Nine Michigan 
wineries cooperating with the 
Michigan department of agriculture 
as the Michigan Wine Institute 
have released two 560-line news- 
paper advertisements as the open- 
ing gun in a campaign to publicize 
Michigan-made wines. 

Copy is built around the state- 
ment that “delicious wines  pro- 
duced in Michigan from Michigan- 
grown grapes have no counterpart 


anywhere else in the world... 
Whatever your particular taste in 
wines may be—sweet or dry, still 


or sparkling, white or 
find over 
produced in Michigan from Michi- 
gan-grown grapes.” 

Full-page copy also appeared in 
the September American Wine & 
Liquor Journal and Wine and 
Liquor Retailer. More than 1,000 
painted road signs carrying the 
message, 
gan,” have been posted on main 
highways throughout the state. 

Brindley-Roth, Inc., Detroit, 
the account. 


red—you'll 


has 


Alliance Oil 


to Use Magazines 

“Crude Oil to Cosmetics” is the 
theme of the first extensive adver- 
tising program of the Alliance Oil 
Corporation, a color spread _ in 
January Fortune being scheduled. 
The same advertisement will ap- 
pear as a four-page color insert in 
American Baker, Baker’s Digest, 
Baker’s Weekly, Business Week, 
Chemical & Metallurgical Engi- 
neering, Drug & Cosmetic Industry, 
Drug Trade News, National Petro- 
leum News, Oil Paint & Drug 
Reporter, Paper Industry and Paper 
World and Paper Trade Journal. 
Kenyon & Eckhardt, New York, is 
the agency. 


Cresta Blanca Wine Co. 
Sold to Schenley Import 


Schenley Import Corporation, 
New York, has bought the Cresta 
o_o Wine Company, Livermore, 
al. 

A program of expansion is 
planned to begin immediately after 
taking over the property Jan. 1. 


Harris Heads Art Metal 


Alexander Harris, secretary and 
easurer of Art Metal Works, 
Newark, N. J., maker of Ronson 


lighters, has been elected president, 
succeeding the late Louis V. Aron- 
son. Alexander H. Aronson, vice- 
president, also has been elected 
Yeasurer. Mr. Harris also is presi- 
dent of the New Process Metals 
Corporation, Newark. 


CPS eer ere eer eee eee eee 


EARTH, SKY AND 
SEA MEET IN 
NEW HAVEN 


Hardly a city in America 
hoast of the naturally interest- 
ing commercial advantages of 
New Haven. Directly on the sen 
With deep waterways and new 
Planned freight terminals, the 
Steond largest railrond freight 
terminal in America connects it. 
ith new airport facilities by 
land, sen, air, we would enjoy 


sending you a colored brochure, 
“Register City.” 
Haven Register. 


Write The New 


15 well-developed types | 


“Drink Wines of Michi- | 


‘Woodell Joins NBC 


S. F. Woodell, since 1931 adver- 
|tising manager of Packard Motors 
Export Corporation, New 


eration of America as a major 
project for 1941. The federation 
will make an award to 
doing the most constructive work in 


the club | 


taking as recognition of the fact that 
“the whole system of private enter- 
prise is being questioned and is 
obviously in need of aggressive de- 


manager of sales of Public Service 
Coordinated Transport, Newark, 
N. J., has been placed in charge 
of the company’s car and bus ad- 
vertising department. 


: a - Ho erie its own city at the annual AFA| fense by business.” ——_—___—. 
| has joine ne sales stall oO 1€ convention to be held in Boston,! Heading the committee which will mis ecke 
i national division of National May 25-29. | Supervise the club award is Robert Bess Loo a to Becker 7 
roadcasting Company. He has a eae ee nor Pigg se 4... 4; | Bess Loomis, account executive 
| twice served as president and is Main objectives of the program | A. Willier, general advertising with W. C. Jeffries Company, Los 
‘now a director of the Export Were listed today by Elon G. Borton, | agent, Wabash Railway Company, | Angeles, has joined Max W. Becker 
| Advertising Association AFA president, and advertising | St. Louis. Advertising, Long Beach, Cal. 
a 
take Your aim WNAC 
Boston 
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In arkets = 
Z 8 & * 
WEAN 
Providence 
* 
WTAG 
Worcester 
* 
WICC 
. Bridgeport 
ew Haven 
x 
WCSH 
Portland 
* 
| WLBZ 
oe ae Bangor 
x 
WFEA 
ae —_— , Manchester 
TAKE it with the one combination of radio * 
stations that gives localized and complete Bet nae 
all River 
coverage of every key buying center in New * 
England — The Yankee Network. ” wer ‘ 
ew Dedcror 
New England never has, and never will be, a + 
one shot, one station market. It is too populous WHAI 
, Greenfield 
— too prosperous — too definitely developed x 
into distinct sales areas. You just can't spread W BRK 
re . Pittsfield 
it thin and get maximum results. * 
Keep this point in mind when you're plan- WNLC 
P P Y al New London 
ning sales campaigns for the coming year. Use * 
The Yankee Network as the hub and spokes of b pase 
promotional activities. Merchandise its selling Lawrence 
: + 
power — allocate your salesmen — your dis- WLNH 
plays — your deliveries on the basis of the two- Laconia 
: * 
fold advantages the 19 stations of The Yankee WRDO 
Network provide (1) LOCAL acceptance and Augusta 


THE YANKEE NETWORK | wxé 


21 BROOKLINE AVENUE 
EDWARD PETRY & CO., 


Why be satisfied with a slice when the entire 
rich territory is available? 


BOSTON, MASS. 


INC., Exclusive National Sales Representative 


effectiveness (2) COMPLETE coverage. . 


WCOU 
Lewiston 


Auburn 
* 


WSYB 
Rutland 
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BIGGEST YEAR YET/ 


The loquacious quacker has a major part in the Modern Kitchen Bureau's promo- 
tion plans for the spring electric water heater campaign, as this layout of adver- 
tising and mailing pieces indicates. 


Release Dealer 
Ad Material for 


Heater Drive 


New York, Dec. 31.—Donald 
Duck returns to the electrical mer- 
chandising scene again this year, 


this time accompanied by his three | 


noisy nephews, in the Modern 
Kitchen Bureau’s 1941 electric 
water heater promotion program 


for dealers. The Disney art is used 
in a series of newspaper advertise- 
ments, mats of which will be made 
available to dealers. 

Sixteen transcribed one-minute 
water heating “ads,” using song, 
verse and dialog, have been pre- 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


|pared for the use of utilities and 
|dealers. No brand names are car- 
ried on the dises, the whole idea 
| being worked out to sell the service 


of electric water heating and allow | 


time at the end of each announce- 
‘ment for the dealer to tie in his 
‘own name and brand by local 
| announcers. 


Offers $10,000 in Prizes 


| 

| Included in the campaign are 
window and truck banners, self- 
mailing pieces, envelope enclosures 
and counter cut-outs of Donald 
Duck and family. A “Jubilee Jack- 
pot” of $10,000 in cash prizes has 
been put up by the bureau for the 
best window displays, floor displays 


|among utilities. 
Complete’ kits, including plan 
|books and samples of each piece 
of material, have been distributed 
to 4,500 utilities and dealers. Thir- 
teen major manufacturers are back 
of the bureau’s program. 
The Ralph H. Jones 
Cincinnati, is the agency. 


Company, 


and the best over-all job in 1941) 


MAIL! MAIL! MAIL! 


During the past year 

by this giant, friendly 

Kansas and Missouri 
Paul’s 500,000 letters—practically one from every home he 


visits—contained over $79,000 cash more than 400,000 proofs 
of purchase. 


over half a million letters were 
personality throughout Iowa Nebras 


aT 


No wonder 


sO many advertisers ask him t l friends é 
homes about their product: No wonder their sales shoot ur 
wards. These 644,000 buying homes have confidence in i t 
on—the recommendations of KMA—The Paul Bunyan of the F 
Belt 
Investigate this huge, unexploited market where you are assured 
1 known listening audience. Remember that 

“The Number One Farm Station SHENANDOAH, 
In the Number One Farm Market” IOWA 
a , Representutives: . Free. & Peers 
on 
* ee 


ADVERTISING AGE 


January 6, 


Bendix Aviation 
fo Resume Its 
Institution Copy 


South Bend, Ind., Dec. 31.—Co- 
incident with the issuance today of 
the annual report of Bendix Avia- 
tion Corporation, the resumption of 
national magazine advertising is 
announced through Roche, Williams 
& Cunnyngham, Chicago. This new 
advertising program on the part of 


the parent company, it is stated, is | 


entirely distinct from the individual 
| advertising carried on by the num- 
,erous Bendix manufacturing divi- 
| sions and subsidiaries. 

| “For some time we have felt 
|that the highly diversified and 
| greatly multiplied activities of the 
| Bendix organization in serving the 
| nation’s defense program, presented 
| a story of intense and timely inter- 
lest to all Americans,” said Herbert 
L. Sharlock, director of public 
relations of Bendix Aviation Corpo- 
ration, in explaining the purpose 
and scope of the new advertising 
campaign. 

“Bendix has been, from the day 
of its founding, an organization 
built for the future—and now that 
future has arrived,” continued Mr. 
Sharlock. “The years of engineer- 
ing development work, in those of 
our divisions engaged in the inven- 
tion, design and improvement of 
scores of specialized aircraft com- 
ponents, are now bearing fruit in a 
manner which would have seemed 
wildly visionary if suggested during 
the earlier days of the corporation’s 
history. 


Place in Aviation 


“Bendix is identified in the public 
mind primarily as a manufacturer of 
automotive products—brakes, car- 


| buretors, power brakes, remote-con- 


| trol systems and the like. Compar- 
atively few, however, realize the 
extent to which Bendix serves the 
aircraft industry. And since avia- 
tion has grown to a _ position of 
such paramount importance in the 
nation’s defense, public 
focuses inevitably upon all business 
news that pertains to the airplane. 

“It is for this reason that we have 
chosen this time to inform the 
public fully regarding the responsi- 
bilities which Bendix has cheerfully 
assumed as key producer of a vast 
number of extremely technical pre- 
cision products vital to our country’s 
safety. 
earnestly wants 
truly invulnerable. 
nation’s industrial 
tual 25,000 to 30,000 Bendix folk 
deserve to have the meaning of 
their efforts explained to all our 
people.” 

A clue to the nature of the forth- 
coming campaign is also contained 
in the annual report, which sounds 
a reassuring note for all interested 
in national defense. The report says 
that Bendix divisions spent $8,256,- 
000 on engineering and research in 
1937, 1938 and 1939. 

“This could not have been more 
fortunate if it had been planned di- 
rectly with an eye to the present 
situation,” said the report, while 
emphasizing the necessity of rapid 
expansion so that the fruits of the 
company’s labors may be made 
widely available. 


to see America 
As a part of the 
army, an even- 


FM for Westinghouse 


The Federal Communications 
Commission has authorized West- 
inghouse Electric & Mfg. Company 
to operate a high frequency, experi- 
mental broadcast station with fre- 
quency modulation at East Spring- 
field, Mass., until March 1, 1941, on 
42,600 kilocycles, 1,000 watt power. 
Operation of Station WIXSN on a 
commercial basis was denied. 


Markets to J. M. Korn 


Food Fair Super Markets, owned 
and operated by Union Premier 
Food Stores, Inc., has named J. M. 
Korn & Co., Philadelphia, to direct 
its account. The 72 super markets 
are located in eastern Pennsyl- 
vania, New Jersey, Delaware and 
Maryland. 


[handled by 


interest | 


We believe that everyone | 


— 
— 


Significant Developments 


Christmas Trees Now 
Classed as Big Business 

The demand for Christmas trees 
in the United States is estimated 
at between five and 10 million per 
year, with a value of several mil- 
lion dollars, according to Domestic 
Commerce. Canada supplies ap- 
proximately half the United States’ 
annual commercial requirements. 

Balsam fir accounts for about 60 
per cent of the Christmas demand 
in the Eastern market, with spruce 
running around 25 per cent and 
Douglas fir about 10 per cent. The 
trees are grouped in three principal 
divisions—one to three feet, the 
table size which is increasing in 
popularity; four to eight feet, in 
greatest home use; and nine feet 


and up for public and institutional | 


usage. 

The trees are cut as early as 
October and November, but prefer- 
ably in December to preserve their 


freshness, according to distance to | 


be shipped. Trees are usually tied 
in bundles of from one to eight, to 
facilitate handling. About one-third 
of the trees are shipped in box cars, 
the average car holding about 3,000 
trees. Trucks are used for short 
hauls. New York City is the out- 
standing market for Christmas 
trees, requiring about 250 carloads 
annually. 

The distribution of Christmas 
trees is assuming a greater degree 
of organization each year. To 
arrange for the purchase of trees, 

good-sized Christmas tree com- 
pany or jobber sends out twelve 
to fifteen salesmen nearly a year 
in advance. As soon as the demand 
can be accurately estimated, the 
jobber contracts for the purchase 
of trees, some buying the standing 
trees and doing the cutting them- 
selves. The carload-lot business in 
the principal cities is generally 
two or three jobbers 
or wholesalers. Small owners of 
trees, such as farmers, market their 
own trees and greatly supplement 
the local market supply. The retail 
outlet is principally through retail 
stores, gasoline service stations, and 
corner lot operators. 

Canada is believed to be the only 
country in the world that maintains 
an extensive export trade in 
Christmas trees, supplying four to 
five millions to the American mar- 
ket each year. Only a few are 
shipped elsewhere. The domestic 
supply comes from the northern 
states clear across the country, 
taking care of the markets mostly 
to the south of them. 


Fashions and Flowers— 
A Note for the Women 


The current trend in women’s 
fashions is again focusing greater 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


- 


in Trade and Industry as 


— 


|March. There is a solid texture to 
}all woolens and the feminine touch 
|is necessary even when women are 
| wearing mannish tailored clothes. 
| Orchids, according to the writer. 
‘are not too expensive for a table 
\decoration for a very specia| 
jluncheon or dinner—and spray 
orchids in a drawing room, hall, or 
a library are elegant and will last 
for a month to six weeks. 


Government Printing Office 
_A Modern Printing Laboratory 


| The world’s busiest 32 acres de. 
voted exclusively to printing pro. 
duction belong to Uncle Sam—the 
_U. S. Government Printing Ortice, 
|constituting the world’s largest 
printing plant, and producing an- 
nually (at cost figures) $20,000,000 
of printed matter, says Ernest F 
Trotter in the December Printing. 
Last month, finishing touches were 
made on a $7,700,000 modernization 
program including new buildings 
j}and equipment which are designed 
ito result in an annual saving in 
governmental printing costs of 
$850,000, a sum sufficient to liqui- 
date the modernization program in 
ten years. 

In addition to some 10,000 other 
jobs in the plant, the GPO takes 
copy for a 230-page issue of The 
Congressional Record at midnight, 
has it on the special Hoe presses 
at four a. m., and delivers 44,000 
copies, folded and stitched, at eight 
a. m. Each day the plant sets ten 
million ems of type, prints 15,000,- 
000 copies of job work, pays in 
excess of $45,000 in wages, receives 
11 carloads of paper. 

To the GPO, however, The Con- 
gressional Record is just anothe: 
|job. In addition, Uncle Sam’ 
Superintendent of Documents in 
1939 sold 12,748,804 copies of pub- 
lications for $928,460—an averag 
sale of seven cents—yet returned 
profit over cost totaling $41,566.5: 
A noteworthy feature of these pub- 
lications in the last few years has 
been the great advance made in 
design and format, some of whic! 
rank favorably with the best typo- 
graphic art of the day. 


Esmond Names Tarcher 


Esmond Mills, Esmond, R. I., has 
appointed J. D. Tarcher & Co., New 
York, to handle its account. Maga- 
zines and business papers will be 
used in 1941 to promote the entire 
Esmond line of blankets. There 
will be a separate campaign fo! 
Bunny Esmond baby blankets. 


interest on flowers to wear as cor- 
sages, bracelets, outlines for decol- 
letages and in hair arrangements, 
as well as single flowers worn on 
jackets, coats, and muffs, Telegram 
Delivery Spirit for January points 
out. 

The florist must keep abreast of 
the fashion trends, says June Ham- 
ilton Rhodes, who suggests that the 
cover-up fashion of high necks 
and long sleeves for evening makes 
the wearing of flowers much easier 
than in a very decollete fashion 
where only a slender strap supports 


Dynamic 


a flower. In the case of a low 
decolletage, however, a fashion is 
appearing that is new and very 


pretty, she says. A narrow band of 
velvet ribbon is worn around the 
neck, and crossed at the point most 
becoming to the wearer; to this a 
single orchid is fastened and the 
delicate texture of a flimsy gown 
remains unharmed. 


Also, there is a very important 
new color in the spring gamut a 4 0 T 0 c 
mauve violet—a natural for or- 
chids. There is also a great amount 
of beige, grey and delicate dusty Write for Photo Library 
pastels, all of which lend them- of 2000 Subjects 


selves as a background for orchids. 
White and off-white will be popular 
in daytime, afternoon, and evening 
wear for January, February and 
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~ COLOR CONTINUES 


A CASE FOR EXPERTS 


OLD ANGLES 
\ NOBLE SCOTCH 
/, wtb as alemb- 
g 


2° 


Color copy in magazines will continue 
for National Distillers’ Old Angus Scotch 
in 1941. 


Push Old Angus, 
Bushmills with 
Magazine Copy 


New York, Dec. 
magazines will key 1941 advertising 
for Old Angus Scotch, National 
Distillers Products Corporation an- 


nounced today. The slogan, “a 
noble Scotch, gentle as a lamb,” 
together with the old gentleman 


portrayed in oils by Harold Ander- 
son, will be the dominant theme of 
the campaign. 

Beginning with January issues, 
monthly insertions will appear in 
Country Life, Elks, Esquire, Golf, 
Harper’s Bazaar, Newsweek, The 
New Yorker, Social Spectator, Time 
and Town & Country. 

After a lapse of a year, National 
Distillers will also resume promo- 
tion of Old Bushmills Irish whisky 
in five magazines. The campaign 
is aimed at drinkers who like im- 
ported whisky, but do not relish 
the “peat smoke taste” of Scotch. 

Paralleling the Scotch promotion, 
Old Bushmills copy will also have 
a featured character, “Old Bush.” 
Fractional page insertions’ will 
appear monthly in Harper’s Bazaar. 
Newsweek, The New Yorker, Social 
Spectator and Time. Lawrence Fer- 


tig & Co. is the agency for both 
accounts. 
Asp Joins Columbia 

Sidney Asp, formerly with 


George Bijur, New York, has been 
appointed production manager of 
the sales promotion department of 
Columbia Recording Corporation, 
Bridgeport, Conn. He was formerly 
with Ruthrauff & Ryan and Tracy- 
Locke-Dawson. 


Paper 50 Years Old 


The Evening Tribune, Lawrence, 


Mass., celebrated its 50th birthday 
Dec. 16 with an 84-page 
including 56 pages in rotogravure. 


| 
| 


edition, 


Prather to Guarantee 
J. J. Prather, formerly in charge 
of advertising and sales promotion 
work for American Mutual Life, 
Des Moines, has been appointed 
advertising and sales promotion 


manager of the Guarantee Mutual | 
| Life Insurance Company, Omaha. 


| 


‘Matthews to Swink 
| John E. Matthews, formerly with 
Meermans, Inc., Cleveland, has 
|joined the Howard Swink Adver- 
| tising Agency, Marion, O. 


United Pays Bonus 

| A Christmas bonus of a week's 
salary was paid to all employes of 
the United Advertising Corpora- 
tion, Newark, N. J. 


Automatic Sound | 


Slide Projector 
Put on Market 


Chicago, Jan. 2.—Perfection of 
the first all-automatic sound slide 
projector was announced today by 
J. I. Sheffield, president, Talking 
Sales Pictures, Inc., who said that 
marketing plans are being formu- 
lated rapidly. The “Talk-Pix,” as 
it is known, eliminates use of the 
customary bell on the record to in- 


dicate when slides should’ be 
changed. Equally important, it 
simplifies the task of the seller, 


who merely plugs in, turns a but- 
ton and relaxes. 


The “Talk-Pix” has as accessory 
equipment a crystal microphone at- 
tachment which may be used as a 
public address system. Features of 
the automatic projector are a per- 
manent sapphire point pickup and 
a dual speed turntable which per- 
mits it to play popular records, re- 
quiring 78 revolutions per minute, 
as well as the slide film records of 
only 33 rpm. The cabinet is 16 by 
12 by 6 inches and weighs only 20 
pounds. 

Buys Five Patents 

Talking Sales Pictures, Inc., has 
bought five patents held by Bendix 
Aviation Corporation, well as 
filing a few of its own, so that it 
controls every phase of the patent 
rights. The secret of the projector 


as 


is the method of recording the 
sound so that it trips the film. The 
company will probably _ license 
large users, who make frequent 
changes of their stories, to do re- 
cording. 


Speeds Up Narrative 


Mr. Sheffield has the idea, apart 
from his new machine, that another 
deficiency of sound slide films has 
been their tendency to lag. He is 
speeding up the narrative by using 
seven pictures per minute, so that 
this method of telling a story com- 
pares favorably with that offered 
by the moving picture. The auto- 
matic projector works equally well 
with black and white and colored 
film. 


THE FTC SAys— 


“NO! You CAN’T SAY THAT!” 


31.—Continua- | 
tion of its colorful copy in national | 


Thus, has the FTC lashed out at many advertisers. 


Restriction and criticism on copy has become so 


prevalent that advertisers and agencies are seeking 


Publish 


ed by AD 


VERTISING AGE. Chicago 


legal advice on copy 


posedly using extravagant 


plagiarized ideas. 


entering an advance 


| SO e e e Weve published this book to show you what 


restrictions are being placed on advertising. 


You'll see 


how the “hush” was placed on those advertisers sup- 


copy claims. You'll find out 


what steps the government is taking to protect the inno- 
cent buyer from the wiles of the “city slicker” copywriter. 


It will give you the high-lights of court decisions on 
It will show you how your ideas can 
he “lifted” and used by a competing company .. . and 
it will tell you the kind of ideas and coined words that 
are exclusive property of the company that originally 
used them. The articles on “Ideas—How They CAN 
and CANNOT be Protected,” by Dr. Harry Hibsch- 
man, will be of the utmost interest to you. Dr. Hibsch- 
man also points out how to avoid suits for the invasion 
of privacy and how to protect your company on the 
use of photographs, trademarks and trade names. 


Protect yourself and your company by making this 
book part of your working library. It is yours, with- 
out charge, in connection with a $2 yearly subscrip- 
tion tt ADVERTISING AGE. Or, if you are 


already a subscriber, you may obtain the book by 


renewal. 


ADVERTISING 


new 


($2) .. 
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or, renewal 


; or two years ($3) 


AGE, 


100 E. Ohio St., Chicago 


Send me a copy of "LEGAL DON'TS FOR ADVERTISERS," and enter my 
subscription to ADVERTISING AGE for one year 


. | enclose my check in full payment. 
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Roto Declines 
12.9 Per Cent 
in November 


Chicago, Dec. 31.—Rotogravure 
advertising in November accounted 
for 860,708 lines, a decrease of 126,- 
928 lines, or 12.9 per cent from No- 
vember, 1939, according to a sum- 
mary released by Kimberly-Clark 
Corporation. 

Local rotogravure amounted to 
382,492 lines, a decline of 16,475 or 
4.1 per cent from the corresponding 
month of 1939. National decreased 
from 588,669 lines in November, 
1939, to 478,216 lines in the 1940 
month, the loss being 110,453 lines, 
or 18.8 per cent. 

Of the total November rotogra- 
vure, color accounted for 108,190 
lines, the remaining 752,518 being 
in monotone. 


Walls Succeeds Webb 


B. C. Walls has been appointed 
to succeed J. T. Webb, Jr., resigned, 
as business manager of the Tele- 
graph and Evening News, Macon, 
Ga. Hal Hiller, formerly with the 
Buffalo Evening News, has been 
appointed advertising manager, 
succeeding Roy Neal, who has been 
made promotion manager of the 
Macon Pepsi-Cola Bottling Com- 
pany. 


HOW TO 


GO-T0-TOWNS 


MOTHER writes from a small 
town. “At what age can children 
get married in each of the states around 
lowa? Would appreciate an early reply.” 


And “at time of death,” comes another 
question, “what courtesies are extended 
and to whom ?” 


Questions never confided to anyone but 
a loyal family friend are constantly coming 
in to THe HouseHotp MAGaAzine— 
warm friend of 1,825,000 families —read 
by more women than any other magazine 
in the towns under 25,000 population. 


You can’t “make out” you’re a small 
town friend; you’ve got to BE one. If 
your editorial angle on cookery, say, 
were frenchy or “let’s pretend,” they’d 
spot you dead. For mother needs all the 
makings of 3 home meals every day for 
all the family (usually numerous). Home 
and mother must serve for even the 
Ladies Aid banquet or the Legion blow- 
out, The big quantity of quality foods in 
small town homes largely explains why 
no other monthly exceeds HOUSEHOLD 
in advertising volume on mechanical re- 
frigerators, for instance. 


And small town demand for this mod- 
ern high-cost item suggests purchasing 
power as well as progressiveness. Indeed, 

% of all U. S. electrical dealers are in 
the towns under 25,000—exactly where 
HOUSEHOLD circulates. 


That’s where there are also 49° of drug 
stores, 82% of car dealers, 47°% of food 
stores. You've got a whole lot of your 
goods in the towns under 25,000 if you 
have wholesale distribution. And you 
can really know you've got a whole lot 
of your advertising right there — directly 
— acceptably — economically — with 
HOUSEHOLD on your list. 


THE HOUSEHOLD MAGAZINE, 
Arthur Capper, Publisher, Topeka, 
Kansas. New Y ork —420 Lexington Ave. 
Chicago —180 North Michigan Ave. 
Detroit — 3-161 General Motors Bldg. 
San Francisco 1207 Russ Bldg. 


ARE YOU GETTING 
shelter from 


RHEUMATISM? 


bg cannct hear Rheumatism coming end it 
doesn't EXPLOLE. If it did we would all wke 


WHAT HAPPENS TO ADVERTISING IN WAR? HERE'S ANSWER FROM ENGLAND 


THEIR COCOA AS USUAL 


more care to guard against it 


More people suffer from Rheumausm cach year than from F" © peartening bet Grinh, the 


any other ilinem except colds 

Are you one of the thousands who wil! suffer from Rheuma- 
‘usm this Winter? Are you suffering siready 

There are two things shout Rheumatiom on 
which every doctor agrees the first is that you should ——_, 
do something shout it at the first warning. The 
second is that there is no one cure for everybody 

Bach case, almost, is different. It is fortunate that perhaps 
the most successful trestment for Rheumativm in the world 
is also the cheapest 

That treatment is Kruschen in hot water, before breakfast 
each morning for @ month 

Kruschen succeeds where other mineral salts fail 


“secause Kruschen is not just one sajt but « combina- 
tien of six salts in the right ion. Aso result 
Kruschen has Double Action. It not only helps clear 
the blood stream of toxins but tones 
the kidneys as well 

Don't spend s lot of money on your 
Rheumansm unul you try Kruschen 


Civitian Observer Corps say you 
can't beat our old friend COCOA. The 
Getence boys, the troops and the Home 
Front ere all going for cocoa in « big 
y find it's real good value 
because it's « food 
For instance. milk becomeagearly half 
4s nourishing agam when you make i! 


For the forces and the family 


for warume Cocos © 
the food shat actually 
ost) ass than pre 
war! Children love « 


1S THE DAILY FOOD DRINK 


f 
ey know how cheap it ts 
han before t 


os well aso drink 


economical food drab 


A large size bottle costs 1 9. Other sizes 
1 - and 6d. ‘subvect to purchase tax), at « 


KRUSCHEN 
—Helps the doctor 


ee Sone, ee 


HITLER:-"WEVE GOT Him WITH WIS BACK TO THE Waut 


MUSSO:-'VES- ER BUT LOOK WHATS AT THE BACK 
or THE wai" 


Messrs B.S Hudsor 
Vanpere spoent ot 
" 


vem JOHN BULL HAS COMPANY 


HE IN THE HOUSE ALONE was|“ 


public gets a square deal 


that war conditions permit 


The amow ” 
\9 \4 
- ( 7 ) 
GOTT IN HIMMEL| YOU TOLD ME ado we 


Air-raida may come and air-raids may 
on drinking ite cup « ms. They kp 


cup of cocoa 
kkoope the chills away. 


FREEZING 


"em out! 


Not only have the Germans to look forward toe 
winter of ‘Ersatz’ (substitute) food, but they have to 
face the coming cold very largely in thin Ersatz clotbing 


How much more fortunate are the people of this 
island! Their own land has natural resources of the 
finest wool, Thanks to the British navy — vast stocks 
flow in from the Empire as weil 


The very pick of this rich store comes to us at 
Wolsey. And it is our great task to transform it into 
light, protective under and outer wear for men and 
women. It's a big job—needing experience. foresight 
and immense orgadusation We have to eliminate all 
waste —concentrate om the most up-to-date methods 
and the most successful styles and textures. We have 
to keep « watchful eye on prices—and see that the 


But, in its century-old existence, the firm of Wolsey 
has guarded the people's warmth through several wars. 
You may be sure that in this greatest conflict of ail, 
Wolsey warmth will be available up to the full mit 


> 


“THEM FINEST HOUR” 
THE CANADIANS DID IT ONCE 
AND THEY’LL DO IT AGAIN 


“THEIR FINEST HOUR” 
THE FIRST DOMINION 
TO MEET THE ENEMY 


go, but this family 


mforting this family 
keeps your pecker up aod 
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SPACE DONATED BY THE MAKERS OF RINSO 
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Pack your MACLEANS 
seuss up in your old kit bag 


.~) From KITCHENETTE 


Tong semen de dangerous wort) 


Keep warmer on BOVRIL 
and invest your money in 
War Savings Certificates 


N your strange new Home Pront life, rem 
vita, still 


o 
your SLEEP (even though it 1s inte 
vita gr 

best thing ever for life toda 


Rourtshment value, with spec 


Get the best out of your sleep with — 
CADBURY'S 


Seal at Pre war Prices 1 pte ‘ 


WEW LIVES: NEW NEEDS 


*+/ to MOBILE CANTEEN 


* xcientifically sound sleep, and that» 


. 
murevite is 8 might food-drink of first-class 
specal nerve-soouung Gutente LEANS gue chne aut 
7 os - ae o 


m BOURN-VITA 
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The advertisements shown here all appeared during November in London newspapers, and while they by no means repre- 
sent a complete review of English advertising, as it is currently done, they show how the war has affected product advertis- 
ing. In several of the examples shown here, sales copy has been completely subordinated to patriotic appeals, such as in the 
case of Rinso, shown at the upper right. 


War Changes Copy 
in Britain from 


Sales to Morale 


London, Eng., Dec. 6.—To an in- 
creasing degree the war is being 
reflected in British advertising copy, 
much of it taking on a morale- 
building slant, some subordinating 
the sales angle almost to its exclu- 
sion, while other advertisers have 
turned their space over completely 
to one or another government de- 
partment. 

A series of cartoons run by Hud- 
son’s Soap depicts Great Britain’s 
strength and _ strip cartoons use 
Churchill's words, “Their Finest 
Hour,” as headline. Shelter life be- 
comes the background of copy and 
illustrations for a collective cocoa 
campaign, Kruschen salts advertis- 
ing and many others. Cadbury’s 
Bourn-Vita, Peek Frean biscuits 
and other products use civil de- 


fense activities as their theme. 

Bovril’s copy devotes part of its 
space to promotion of war savings 
certificates. Eno’s Fruit Salt has 
substituted a military head for the 
different types they have used pre- 
viously and two-picture comedies 
advertising Maclean's toothpaste are 
intended to bring smiles to the 
soldiers. Wolsey underwear has 
such war-inspired headlines. as 
“Freezing ‘em out!”, “Glow of Cour- 
age,” and “The Bitter Foe.” 

Typical commercial copy, all of 
which appeared in London dailies 
this month, is shown in the accom- 
panying illustration. 


WKBW Boosts Power 

The FCC has granted an applica- 
tion for a power increase from 
5,000 to 50,000 watts for WKBW, 
Buffalo, and has also approved re- 
moval of the transmitter to Ham- 
burg, N. Y. Construction of the 
new transmitter will be begun im- 
mediately. 


Southeastern Group 
Joins NBC Blue 


A Southeastern group of eight 
stations has been added to the Blue 
network of NBC as a supplement- 
ary group. The _ stations are: 
WGAC, Augusta, Ga.; WCOS, Co- 
lumbia, S. C.; WMFR, High Point, 
N. C.: WMFD, Wilmington, N. C.:: 
WEED, Rocky Mount, N.C.: WGNC, 
Gastonia, N. C.; WCBT, Roanoke 
Rapids, N. C., and WHKY, Hickory, 
N. C. 

Two more stations to be added 
to this group early in 1941 are 
WJHL, Johnson City, Tenn., and 
WHIS, Bluefield, W. Va. 


Perfex to Ferry-Hanly 

Perfex Corporation, Milwaukee, 
maker of automatic control equip- 
ment for oil burners, stokers and 
gas heating, has placed its account 
with the Chicago office of Ferry- 
Hanly Company, with W. K. Grimm 
as account executive. A new cam- 
paign for Perfex will break in 
January heating papers. 


Appoints Two Managers 


Pittsburgh Plate Glass Company, 
Pittsburgh, has appointed R. C. 
Andrews, manager of the Tulsa 
warehouse, as manager of the 
Omaha warehouse to succeed T. B. 
Coleman, who is retiring because 
of ill health after 41 years with the 
company. C. M. Hardy succeeds 
Mr. Andrews as manager of the 
Tulsa warehouse. 


Moses “Man of Month” 


Robert Moses has been chosen 
January “Man of the Month” by 
the Advertising Club of New York 
and presentation of a bronze plaque 
will be made to him at a luncheon 


Jan. 9. Others previously honoreé 
are Mayor La Guardia and Gen 
Tunney. 


General Agency to Expand 


Ralph M. Spangler, president of 
General Advertising Agency, 
Angeles, has sailed to open branch 
offices in Havana, Cuba, and in thé 
Panama Canal Zone. 
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Birthday Award’ 
for Twenty Grand 


Newest Give-away 


New York, Jan. 2.—A “birthday 
award” of $1,000 marks the new 
program to be launched this week 
py Axton-Fisher Tobacco Company 
in behalf of Twenty Grand cigarets 
on the Blue network of the Na- 
tional Broadcasting Company. A 
guest artist will take from a birth- 
day cake a candle marked with a 
certain birthday and then from a 
giant package of Twenty Grands, | 
will select one which identifies one 
of the 426 congressional districts. 
All persons born on that date and, 
in that district will share in the 
$1,000 “birthday present.” The 
program will be aired Friday from 
9:35 to 10 p. m. Weiss & Geller is 
the agency. 


Many Renew 


A number of major renewals this 
week gave NBC a good start for 
the new year. Standard. Brands, 
Inc., effective Jan. 6, renewed “I 
Love a Mystery,” heard Monday 
from 8 to 8:30 p. m. over 47 sta- 


tions of the Blue network. Kenyon | 


& Eckhart is the agency. American 


Tobacco Company for Lucky Strike | 


cigarets will continue “Kay Kyser’s 


Kollege of Musical Knowledge” for | 


13 weeks. The program is heard 
Wednesday from 10 to 11 p. m. over 
113 stations of the Red network 


through Lord & Thomas. Anacin 
Company and Bisodol Company, 
subsidiaries of American Home 


Products Company, 
their half-hour period, effective 
Jan. 28. Both programs are aired 
thrice weekly, “Easy Aces” from 7 
to 7:15 p. m., and “Mr. Keen” in 
the following quarter-hour period. 
Blackett-Sample-Hummert is the 
agency. 


have renewed 


Camel Changes Show 


R. J. Reynolds Tobacco Company | 


will replace “Bob Crosby’s Dixie- 
land Music Shop” with a new mu- 
sical program “Camel Cigarets Pre- 


sent Xavier Cugat and Yvette with | 


Bert Parks” Jan. 9. Featuring 
Latin-American music, the program 
will be heard at the same 
the Crosby program, Thursday from 
7:30 to 8 p. m. over the NBC Red 
network. William Esty & Co. is the 
agency. 


Wheeling Enlarges Net 


Wheeling Steel Corporation will 
present ‘““Musical Steelmakers” on a 
network of 96 stations of the Mu- 
tual Broadcasting System, an _ in- 
crease of 45 outlets, beginning Jan. 
5. The employe musical is broad- 
cast Sunday from 5 to 5:30 p. m. 
Six stations have been added and 
one dropped since ‘*\« last an- 
nouncement that the nciwork would 
be increased to 91 stations. Critch- 
field & Co. is the agency. 


Other Renewals 


Sun Oil Company will continue 
t present Lowell Thomas daily 
from 6:45 to 7 p. m. over 22 sta- 
tions of the Blue network. The 
Renewal, effective Jan. 24, was han- 


ei. 


—— 


time as / 


dled by Roche, Williams & Cun- 
nyngham. Cummer Products Com- 
pany renewed two programs, “A 
Battle of the Sexes” for Mollé shav- 
ing cream, effective Jan. 28, and 
“Manhattan at Midnight” for En- 
ergine, effective Jan. 22. The Mollé 
program is broadcast Tuesday 
from 9 to 9:30 p. m. over 52 sta- 
tions of the Red network, and the 
Energine show, Wednesday from 
8:30 to 9 p. m. over 46 stations of 
the Blue network. Young & Rubi- 
cam is the agency. 


Cinder Block Appoints 

Cinder Block, Inc., Roanoke, Va., 
maker of cinder-concrete products, 
has appointed Houck & Co., Roa- 
noke, to direct its advertising. 
Newspapers, direct mail and out- 
door will be used. 


Milk Drivers 
Alter Agency's 


Dairy Promotion 


St. Louis, Dec. 31.—Plans for a 
promotional stunt by Anfenger 
Advertising Agency recently re- 
sulted in members of the local milk 
drivers’ union being chauffeured 
about the city to local advertisers’ 
offices by telegraph company em- 
ployes hired by the union. 

The agency planned to publicize 
a campaign undertaken for the St. 
Louis Dairy Council by placing a 


description and proofs in the hands | 


of all local advertising executives. 
It was decided to make the stunt 
more graphic by having each set of 


proofs accompanied by a half-pint 
bottle of milk, complete with 
straws, ready for drinking. 
when the milk drivers’ 
learned that Western Union mes- 
sengers were to deliver the milk 
the plan began to give evidence of 
curdling. 

The result was a compromise 
whereby the delivery of the mate- 
rial and milk went off as scheduled, 
via cars and drivers provided by 
Western Union, with a union milk 
truck driver riding as passenger in 
each truck. 


union 


Ries Promoted 
Joseph Ries, formerly educa- 
tional director, has been appointed 


,director of publi¢ service programs 
‘for WLW and WSAIT, Cincinnati. 


But | Sales Personnel 


Metropolitan Shifts 


Metropolitan Sunday Newspapers, 
Inc., has appointed A. B. (Sam) 
Poole, Jr., Western manager in a 
shift of sales personnel. Mr. Poole 
has been a member of the New 
York sales staff. 

J. H. Reilly, who has been West- 
ern manager in Chicago, goes to 
Detroit. Harry C. Baldwin, who 
has been Detroit manager, is trans- 


|ferred to New York. 


Joins Free & Peters 


Joseph F. Spalding, formerly 
eastern manager of Holland’s 
Magazine and Form and Ranch, has 
joined the New York office of Free 
& Peters, radio station representa- 
tive. 


AMES W. YOUNG, director of the Bureau 
of Foreign and Domestic Commerce, and 
formerly one of the brightest stars in the ad- 
vertising firmament, has written a book he 
calls ““A Technique for Producing Ideas.” It 
gets at the primary problem which confronts 
every man in advertising, merchandising and 
other creative departments of business from 
a new and exciting viewpoint. 


It’s short—you can read it in half an hour 
—but you will spend a lot longer than that 
pondering his words of wisdom. He will open 
new roads to the goal of learning how to find 


Advertising Age 


THE Biggest 
LITTLE BOOK 
YOU EVER 


SAW! 


that new copy theme, that new sales plan, that 
new idea in design! It’s a book you'll not only 
want to read and keep for reference, but to 
give to your friends and associates—especially 
the younger men who have not yet learned 
intuitively to create ideas in the Young tech- 


nique. 


Leo McGivena has written a sparkling in- 


troduction which is just as 


rest of the book. So if you want to get a lift 
from an idea, this book, small in size and de- 
nuded of the tonnage of words, will supply it! 

Order your copy now — the price is $1 


postpaid. 
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| age, the FCC believes that it will 
|have a stimulating effect on local 
| programming. 

“At the close of the fiscal year,” 
said the report, “there were 16 out- 
standing authorizations for  fac- 
simile broadcast stations and 7 spe- 
cial experimental authorizations to 
standard broadcast stations to 
transmit facsimile signals between 
midnight and sunrise. 

Does Double Duty 

“The hearings on high-frequency 
broadcasting developed the fact 
that facsimile signals could be mul- 
tiplexed with the regular program 


Lottery Charges 
Still Headache fo 
Radio Commission 


Washington, D. C., Jan. 2.—Lot- 
tery programs continue to cause 
trouble for the advertiser, the sfa- 
tion and the Federal Communica- 
tions Commission, the latter’s sixth 
annual report, released today, re- 
veals. 


Covering the fiscal year|when using F-M transmission. In 
ended June 30, 1940, the document|other words, the aural and fac- 
indicated that no less than 81) simile programs could be sent inde- 


alleged lottery programs are now 
on the docket. Though only 33 sta- 
tions are involved in all complaints 
being studied, the number of|high-frequency broadcast stations 
alleged irregularities is much/to transmit facsimile signals by 
greater, showing that certain sta-| multiplexing on a secondary basis 
tions are responsible for most of|together with the aural broadcast 
the FCC’s work. program. It is likely that this mode 

Fifteen stations will have to|of operations will encourage fac- 
explain alleged failure of hearers|simile broadcasting during the reg- 
to receive prizes of merchandise | ular broadcast day.” 
offered. Thirteen have been cited On the defense front, the report 
for allegedly false or misleading| said, the FCC wants to be fully 
statements. Five others are under|and accurately informed about the 
scrutiny because of ‘medical pro- 
grams.” 

The report on frequency modula- 
tion said that this form of broad- 
casting will receive thorough prac- 
tical tests during the coming year, 
relieving congestion on the stand- 
ard band, if successful. Since F-M 
is generally limited to local cover- 


pendently yet simultaneously over 
the same station. The Commission 
has made provisions for authorizing 


electrical apparatus capable of far- 
flung and almost _ instantaneous 
communication. Therefore it is 
requiring all radio operators, com- 
mercial as well as amateur, to fur- 
nish documentary proof of citizen- 
ship, as well as finger prints and 
photographs, for permanent identi- 
fication record. 


June issued an immediate ban on 


H . amateur communication with for- 
Babies Are Always Being Born! eign countries and further  pro- 
And so be it, during 1941. With hibited the use of portable long- 


| distance transmitters by 


No Sun, No Pay at WTSP 


Car Service olfers the most direct. WTSP, St. Petersburg, Fla., has 
most effective approach through |}made a_ provision in its 


te heb. lin : rate card that it will not charge for 
We pe as was cent a | national spots on days when the 


| sun fails to shine, using as its dead- 
“lhe Cradle Car Service, Ine 


line the press time of the Evening 
457 W. Kingshighway 


an ever increasing birth rate, a 
greater market for your product 

. provided you can reach the 
great mother-home market. Cradle 


amateurs. 


Independent, St. Petersburg, which 
for 20 years has made no charge for 
circulation on days the sun fails to 
shine. 


St. Louis, Mo. 


oce eo ONE OF THE 
FACTORS ACCOUNTING 
FOR SOUTHERN HARDWARE’S 


27T0 1 CIRCULATION LEAD 


PT: 


AMONG RETAIL HARDWARE STORES 


OF THE SOUTH AND SOUTHWEST.... 


In February, SOUTHERN HARDWARE will publish 
the 21st of its annual TRADE SURVEY and FORE- 
CAST numbers, carrying a comprehensive survey of 
information received from wholesale and retail hard- 
ware merchants, and covering operations for 1940, the 
outlook for 1941, and trends and innovations in hard- 
ware merchandising. 


This is a sample of the editorial program maintained 
for the past 20 years, which has helped enable SOUTH. 
ERN HARDWARE to secure readership in more than 
twice as many Southern and Southwestern retail hard- 
ware stores as any other hardware publication coming 
into this section. 


GRANT BUILOING. ATLANTA. GEORGIA 
© ELECTRICAL SOUTH © SOUTHERN POWER AND INOUSTRY © SOUTHERN AUTOMOTIVE JOURNAL 


thousands of persons who operate | 


| 


In addition, the Commission last | 


| 


national 


Getting Personal 


Jack Valentine Schaller, Chicago free lance artist formerly in the 
art department of Henri, Hurst & McDonald, is proudly contemplating 
a daughter weighing 8 pounds, 14 ounces. Both the father and the 
grandfather, Arthur F. Kenaston, printed cellophane and package 
wrapper broker, are doing better than anybody expected. . . 

Howard Milner, on the sales staff of WBZ, Boston, is a soloist in the 
choir of the Park Street Church, Boston. . . William A. Temple, of 
Younker Brothers, Des Moines, in presenting Russell Lundy, pres., 
Mutual Surety Company of Iowa, with the Des Moines Ad Club’s 
annual “most valuable man award” at the club’s Christmas party, 
said that Mr. Lundy’s work in the organization of the Des Moines 
Better Business Bureau was most outstanding. Mr. Lundy was pre- 
sented a steel card table. . . 

Bob Graham, copywriter with Gray & Rogers, Philadelphia, for the 
past 14 years and the only “confirmed bachelor” in the agency, will 
be married Jan. 25 to Ruth C. Andrus, buyer for the Blum store. . . 
A Christmas card, several feet square and weighing 75 pounds, hand 


ADMEN TRY OUT A NEW ENTERTAINMENT IDEA 


Mr. and Mrs. Walter Wade (left) and Mr. and Mrs. Jeff Wade of Wade Adver- 
tising Agency, Chicago, do a little market research at the opening of Chicago's 
newest entertainment venture—Michael Todd's Theater-Cafe. 


painted and signed by 200 employes of the New York branch of 
General Outdoor Advertising Company, was delivered to the Scars- 
dale, N. Y., home of Charles M. Bryan, N. Y. branch manager, who 
couldn’t attend the company’s Christmas festivities because of a 
recent operation. . . 

Bud Finneran, athletic son of E. J. Finneran, director of sales & 
adv., National Dairy Products Corp., wound up his football career by 
playing center on the North All-Star eleven which beat the South 
in the annual Blue-Gray game at Montgomery, Ala. Bud is also 
catcher on the Cornell baseball team, and is reported to have been 
approached by Larry MacPhail of the Brooklyn Dodgers about a pro 
career. John Finneran, v.p., Warwick & Legler, is his uncle. . . 

Jane Hoffman, talented wife of Jimmy McGlone, Esquire sales rep- 
resentative, is in the cast of “Crazy with the Heat,” the new show 
which opened in Boston Christmas night and is due to reach Broadway 
soon... 

H. L. Rohde, one of the bright young men in the advertising dept. 
of the St. Louis Star-Times, is engaged to wed Happy Mathes, daugh- 
ter of Jim Mathes, the agency prexy. She is a Vassar sophomore and 
a 1939 debutante, and he is a 1939 Dartmouth graduate. . . 

Eugene Meyer 3d, son of Eugene Meyer, publisher of the Wash- 
ington Post, is honeymooning. Both he and his bride are studying 
medicine at Johns Hopkins. . . 

William S. Paley, boss of Columbia Broadcasting System, returned 
from his South American jaunt to be greeted with the news that his 
wife had been named among the “15 fashion leaders of America.” 

That blond lad gracing the cover of the January Good Housekeeping 
is Skippy McCarthy, 5'%-year old son of Cal J. McCarthy, Jr., of 
Puck—The Comic Weekly. The youthful model’s grandfather is C. J. 
McCarthy, Ruthrauff & Ryan v.p.. . 

Henry P. Bristol, Bristol-Myers Co. president, is convalescing from 
a fractured collar bone. . . E. F. Johnstone, prexy of Redfield-John- 
stone, is in the market for baby products. It’s a girl... Jerry Albert, 
ac. ex. at Vanguard agency, was married Christmas night to Myra 
Leventhal, daughter of Jules Leventhal, the theatrical producer. . . 

Walter Farley, of BBDO’s copy staff, is thrilled over the acceptance 
of his first book for publication. Called “The Black Stallion,” it will 
be published in March by Random House. He describes it as a Zane 
Grey type novel, with a particular appeal for boys. He is already 
at work on another book. . . 

While Richard P. Doherty, of Boston University, was addressing the 
American Marketing Association in Chicago, a telephone rang in the 
room in which the session was being held. “Ah,” said the professor, 
“Jack Benny’s program!” . Christmas Eve saw the birth of a girl 
baby to the wife of W. J. Edwards, member of the NBC spot sales 
division in Chicago. . . 

The influenza epidemic which has been harrying the Pacific 
Coast cut a wide swath through the Columbia Pacific Network staff 
Among those being forced to their couches were Harry Witt, Southern 
California sales manager; Roger K. Huston, Los Angeles manager for 
Radio Sales; Steele Morris, sales promotion department, and Ernest 
Bagge, account executive. . . Melvin Purvis, former G-man, now pub- 
lisher of the Star, Florence, S. C., has been elected president of the 
local Chamber of Commerce. . . 

Edwin P. Sweeney, advertising dept. of the American Optical Co., 
Southbridge, Mass., is honeymooning with his bride, the former Eileen 
Moore, following an office romance. . . Arthur Dundon, Case Poster 
Advertising Co., Alliance, O., who has been interested in flying since 
1912 when he paid a quarter to watch an airplane fly five minutes, 
takes advertisers’ representatives via plane to visualize outdoor adver- 
tising coverage as well as check outdoor advertising already in work. 
He swears that one prospect was sold by the promise of an airplane 
ride every month to check the showing. He owns a Taylorcraft cabin 
plane and a Curtiss biplane. A son, Arthur, Jr., is enrolled in a 
pilot training course and when he gets his instructor’s rating his 
first pupil will be his 15-year-old brother, William. . . 

Herb Hollister, who when not working as president of Station 
KANS, Wichita, Kan., spends most of his time climbing mountains, 
surpassed himself New Year's eve, when he scaled the heights of 
Pike’s Peak to stage a fireworks display for the wondering watchers. 
The climax was broadcast by NBC. Mr. Hollister is a leading mem- 
ber of the Add-a-Man Club, a mountain climbers’ organization which 
accepts one new member yearly with a current total of 18... 


Cresswell Buys . 
Philadelphia's 
Famous ‘Ledger’ 


Philadelphia, Jan. 2.—Robs 
Cresswell, former treasurer of t} 
|New York Herald Tribune, becan 
|publisher of the Philadelphia Eve 
|ning Public Ledger yesterday 
|the Curtis Estate divested itself , 
‘the last of its newspaper propert: 
|by sale to Mr. Cresswell and w 
|named associates. The New Yo 
man succeeds Cary W. Bok 
{president and publisher. One 
|Mr. Cresswell’s first acts was 
‘appoint as editor C. W. Morriso 
‘who acted in that capacity fro; 
1930 to 1939. 

Mr. Cresswell served in virtual] 
every department of the Hera! 
Tribune after joining it in 1922. H 
|was reporter, assistant city edito, 
promotion man, circulation man 
ager, assistant business managt 
‘and finally business manager. Dur 
jing the war he was a Captain 
‘field artillery in the 79th Divisior 


‘serving in both France and Russia 
| 


| The late Cyrus H. K. Curti 
|bought the Philadelphia Publix 
| Ledger from the late Adolph § 
Ochs in 1913 for $2,000,000, and 
made it famous for its foreign 
news. In 1914, Mr. Curtis estab- 


lished the Evening Public Ledger 


Four years later he bought the 
Evening Telegraph and_ consoli- 
dated it with the Ledger. In 1920, 


|he bought and merged the Phila- 
'delphia Press. In 1924, Mr. Curtis 
forged another link with the pur- 


chase of the New York Evening 
|Post for a reported price of 
$1,620,000. 

In 1925, he bought the Philadel- 


_phia North American for $3,000,000, 
|adding it to the list of papers ab- 
‘sorbed by the Evening Ledger. Mr. 
|Curtis recognized the trend toward 
tabloids when a few days after his 
|purchase of the North American, 
ihe started the Illustrated Sun, a 
|morning daily. This format failed 
‘to appeal to conservative Philadel- 
phians and the Sun ceased publica- 
|tion in 1928. 

Mr. Curtis, in 1930, bought the 
|Philadelphia Inquirer. Following 
|his death June 7, 1933, the New 
York Evening Post was sold to J. 
David Stern, publisher of the Phila- 
|delphia Record and Camden Cour- 
ier-Post. In April of the following 
year the Public Ledger was merged 
‘with the Inquirer and in 1934, the 
| Inquirer reverted to the estate of a 
former owner. It was purchased 
by M. L. Annenberg Aug. 6, 1936. 


You publish a magazine or house 


| organ? It has anemia 

. slightly? Is it wort! 
saving? Write me wit! 
| sample. Roland Cole, 


Room 506, 114 E. 32 St., 
New York City. (Not a 


printer.) 


Ranging from calendars to ca! 
sticks, this amazing new 912 . 4 
Merchandiser is the complete an-* 
to your Good Will Gift considera om 


for 1940-41. Simply indicate our 
problems, addressed to depart ent 
AA on your business letterhead, «nd 
this big free book will be on /0uF 


desk within a few days. 


Joseph Hagn 


Premium Headquarter N 
. Madison St. Ct 
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Cigar Makers Come 
ip Life at Last; 
Dan Joint Effort 


(Continued from Page 1) 


xily be imagined. For years, the 
ore progressive members of the 
Cigar Manufacturers Association 
,ve been urging that something 


done about the loss of their 
J The first step in that di- 
ection has now been taken by the 


grmation of the Institute. 
70% of Volume Represented 


Most of the leading companies in 
ne industry have joined the coop- 
sative effort. Twenty-five manu- 
cture! s, whose brands account 
#r more than 70 per cent of the in- 


jystry’s sales volume, are repre- 
sented. ; ; 
Among the leading advertisers 


of the industry included are Con- 
slidated Cigar Corporation @Dutch 


fasters, Harvester and La Palina 
brands) ; Bayuk Cigars, Inc. (Phil- 
jes); General Cigar Company 


(White Owl, Robert Burns and Van 


Dyck); Webster - Eisenlohr, Inc. 
(Webster and Henrietta); American 
Tobacco Company (El Roi-Tan); 


G. H. P. Cigar Company (El Pro- 
ducto); E. Popper & Co. (Tudor 
Arms and Popper); and Waitt & 
Bond, Inc. (Blackstone & Yankee). 
Albert H. Gregg, of American 
Cigarette & Cigar Company, has 
been elected president of the Insti- 
tute. 
tive committee are William Best, 
General Cigar Company; A. Joseph 
Newman, Bayuk; Everett Meyer, 
Webster; Julius Lichtenstein, Con- 
solidated; Melville Regensburg, E. 


Garcia, Garcia & Vega. 

Bert M. Nussbaum, vice-president 
of Lambert & Feasley, will direct 
the work of the Institute. The first 
year will be devoted to various 
promotion activities of an educa- | 
tional nature, with no space adver- 


tising planned. In succeeding years, | 


according to Mr. Nussbaum, it is 
expected that paid promotion will 
play an important part in the pro- 
gram. 


Will Assess Members 


The program will be financed by 
in assessment of members, who 


will contribute a fixed percentage | 
f sales volume to the fund. In ad- | 


dition to the manufacturers already 
represented among the founders, it 
ss expected that others will join. 

It is estimated that the total 
jollar volume of business handled 
’y member companies in 1940 ex- 
eeded 200 million dollars, and that 
aivertising expenditures by these 
ims exceeded 3 million dollars. 


‘ave stisi 
Market 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 
cash with order. 

All other classifications (single insertion rates): 
$4.75 per inch. 


and 
Terms 


% in., $2.75; 1 to 8 in., 


POSITIONS WANTED 


The situation poses two major 
questions for everyone interested in | 
marketing, he asserted: 

“Most of our efforts in the past | 
have been on selling,” he _ said. 
“Now, with the government utilizing 
so much of our energy that there is | 
unlikely to be enough left to fill | 
non-governmental demand, what! 
happens to the marketing man? 
His first and immediate task is to | 
examine the question of selective | 
selling. Industry, unable to fill all | 
orders, must of necessity develop its | 
own private system of priorities, and | 
it will be the task of the marketing | 
man to determine which customers | 
are the most profitable and the most | 
valuable in the long run—which 
should receive priority rating and 


| the principal 
| ruptcy, and this condition will exist 


analysis of ordinary business fail- 
ures during normal times, he 
pointed out, shows that the loss of a 
single dominant customer is one of 
reasons for bank- 


throughout the United States when 
the need for armament production 
ceases. 

Thus it seems entirely logical, he 
concluded, that the government will 
find it necessary to continue as a 
peace-time buyer—‘“we may see 
WPA activity at the end of the 
war that will make the present set- 
up seem like child’s play’’—but in 
the final analysis, the answer to the 
problem lies almost entirely in mar- 
keting experts who can lay and 
execute plans which will take up 


Other members of the execu- | 


and Alvaro} 


Young Woman—Advertising produc- 
tion and editorial makeup publica- 
tions; 10 years; can lay out complete 
magazine; some creative work. Box 
3227, ADVERTISING AGE, N. Y. 


299 
veel, 


Advertising executive — salesman, 
sales promotion, sales direction— 
possessing poise, perspicacity; per- 
sistent, consistent producer. Thorough 
knowledge of advertising, merchan- 
dising, markets and media assures 
intelligent presentation. Business as- 
sociates attest ability, dependability 
and achievement. Metropolitan news- 
paper and magazine experience 
Married, forty, Christian. Highest 
references. Available now anywhere. 
Box 3228, ADVERTISING AGE, N. Y. 
Food Copywriter years 
cialized this 
Magazine, and 


Over 5 
experience in 


business paper, direct 


mail advertising prepared complete 
from layouts to finished job. Trained 
on national accounts Services avail- 
able to manufacturer or distributor 
on assignment or part-time plan. 
Box 3229, ADVERTISING AGE, Chego. 


Sensoned copywriter and contact man 


spe- 


field. | 


HELP WANTED 

Production Man 
We are in the market for a good 
agency man who knows production 
and knows it well One who is 
young enough to have his future 
ahead of him. We are a small Chi- 
cago agency We are expanding. 
Tell all in one letter. Box 3231, AD- 
VERTISING AGE, Chgo. 


POSITIONS OPEN 
Ass't art director—agency 
Layout artist—advertiser 
Copy writer—advertiser 
Ass't adv. megr.—foods 
Specializing in advertising positions 
FRED MASTERSON 
Sinclair-Masterson Personnel 
Room 1528, 120 8S. LaSalle St., Chicago 
Register without obligation 


POST CARDS | 
PHOTOGRAPHIC POST CARDS 
2c each in lots of 100 or more. Beees | 
}card an actual photograph. High | 
gloss, ferrotyped finish. Lettered if 
desired. Send any size photo, Grove 
Photo Service, Lafayette, Ind. 


MISCELLANEOUS 
Lse ETCH PROOFS of type for Heads, 


with sound record on large general| We have 20,000,000 kinds of type, 
accounts is available now Reason- | styles and sizes From 2 point to 
able salary, Box $230, ADVERTIS- | letters 15 inches high BAIRD Ad- 
ING AGE, Chgo setters, 18 Kk. Kinzie, Chicago. 

| 

|The initial promotion budget for 


the Institute has not been revealed, 
but it is believed that it will be in 
the neighborhood of $200,000. 

Since the price trend toward | 
domination of the market by nickel 
cigars developed, competition has | 
been especially keen in the five- 
cent field. Several months = 
skirmish over advertising clai 
arose between General Cigar pews 
Bayuk. 

General, sponsor of the Raymond 
\Gram Swing broadcasts over 
Mutual 
rided its competitors for 
| that smokers can now buy the same 
jcigar for a nickel that formerly 
|sold for a dime. A White Owl com- 
|mercial on the program proclaimed 
General's refusal to “insult the in- 


telligence” of listeners by making 
such a claim. Instead, the sponsor 
confined its bid for patronage to 


the assertion that White Owls rep- 
resent the best possible value in a 
nickel cigar. 

Apparent object of the 
comment was Bayuk. Its commer- 
cials on “The Inside of Sports,” 
also heard over a Mutual 
have stressed that the Phillies cigar 
which now sells for a nickel is the 
identical cigar which was “good 
j}enough to become America’s largest 


derisive 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


\seller at ten cents.” This claim has 
|been continued despite the pot-shot 
ht White Owl. Both General and 
Bayuk, it will be noted, are mem- 
bers of the Institute, and both are 
| represented on the executive com- 
mittee. 


“Motor Service” Awards 


Twelve companies have been 
honored with awards by Motor 
Service for producing outstanding 


shop literature for automotive 
ice mechanics in 1940. Readers of 
the magazine chose the literature 
by ballot with the assistance of 
three Chicago service managers. 


serv- 


Appoints Kremer & Howard 


Continental Ring Com- 
pany, Memphis, maker of Steel- 
Flex piston rings, has appointed 
Kremer & Howard, Memphis, to 
direct its advertising. Business 
papers and direct mail will be used. 
Erle Howry is account executive. 


Piston 


Reply-O Products Moves 


Reply-O Products Corporation, 
New York, has moved to 150 W. 
22nd street, where it now occupies 


an entire floor. 


| 


the | 
Broadcasting System, de- | 
claiming | 


Topsy-Turvy War 
Econoun Creates 


, - Marketing Problems 


(Continued from 


own terms, 
| other 


Page 1) 
without regard to any 
customers you may have.” 


Must Change Strategy 


There is very little that marketing 
men can do to influence this “tough 


customer,” Mr. Thorp. said, and 
their task now is to think of their 
| other customers—the non-govern- 


mental ones. This presents no im- 
mediate problem for many indus- 
tries, especially those in the 
consumer goods field, but even here 
adjustments will have to be made, 
probably within a few months, to 
meet the unusual situation set up 
through the expansion of the gov- 


ernment as the primary customer of 


network, | 


American industry. 

The normal reaction of business 
to a market condition in which 
supply does not equal demand, and 
in which a vast expansion of buy- 
ing is under way, Mr. Thorp pointed 
out, is to raise prices. However, 
he said, it can be taken for granted 
that government will do everything 
in its power to keep prices within 
reasonable bounds. 


As alternatives to the free opera- | 


tion of the law of supply and de- 
mand the government can be ex- 
pected to make full use of its right 
of priority, and will probably extend 
it, even possibly to the 
definitely controlling prices in some 
way. Business can also expect a 
tax program designed to reduce the 
mounting purchasing power of con- 
sumers, and thus in some measure 
alleviate the demands for goods 
which rapidly rising incomes nor- 
mally produce. It can also be ex- 


pected to take drastic steps designed | 


to expand the industrial 


of the nation. 


capacity 


Can't Carry On 

“In a nutshell,” Mr. Thorp said, 
“we are looking toward a period of 
shifting economy, with perhaps 30 
to 40 per cent of our total energies 
devoted to the production of arma- 
ments and a consequent reduction 
in the availability of consumer 
goods. This may not come about 
we may be able to carry on all 
of the work of production for de- 
fense without interrupting the 
normal flow of business and com- 
merce; but I seriously doubt it.” 


which can be allowed to look else- 


| the terrific jolt of stoppage of arma- 


where. We have never faced this | ment production. 
problem in quite such serious form | 
before—upon the wisdom 


with | we 
which it is worked out for eT bargegern to Liberty” 


individual company may well de- | 
pend that company’s future. 


A. H. Moulton, Jr., former West- 
/ern manager of Popular Publica- 
tions, has joined the Chicago ad- 


Will Affect All |vertising staff of Liberty. 


“And this is not a problem which 


affects only those selling directly to| Cresap to Stetson 


the government. 
‘lesser degree 
organization 
more and more of our productive Company, Philadelphia, 
capacity and effort. 


| keting men is the long-term prob- 
lem. 
defense economy for several years, 
regardless of whether 
the war actively, 
out. 
conflict has 
not actively engaged in that conflict 
are just as seriously affected by the 
economic changes 


turbing fact, the country which wins | 
|a war is usually hit harder, 
omically, than the one which loses. | 
This 
_ the winner has probably geared his 
| war production to a higher 
| with a 
| when the war ends; and the loser is 
| likely to be saddled with repara- | 
tions and the necessity 
other payments so that his economy 
must be maintained at what at least | 
appears to be a healthy level. 


| keters, 
is that of somehow easing the slack | 
which will result from our eventual | 
return to a peace-time basis and the | 


extent of | 


be said that peace after 
greater 
the war 


consequent loss of industry’s domi- 
nant customer, 


In greater or) Mark W. Cresap, Jr., has been 
it will confront every | made merchandise manager of the 
as government takes | men’s divisions of John B. Stetson 
hat maker. 


“The other problem facing mar- 
We shall probably be in a 


we get into 
or are able to stay 
The history of every major 
proven that countries 


vou HAVEN'T an 
AGENCY 


Maybe you haven't an adver- 


resultant upon 


the end of the conflict as are the | lising agency! Maybe you'd 
combatants |B like some advertising that 
| “As a matter of sober, if dis-|[¥ | PAYS. Maybe your advertic- 


|B. ing budget isn’t unlimited. 

| Maybe you'd like to talk to 
us? Ours is a sweet little 
agency; we've had a lot of 
success; people say pleasant 
things about us; we do things 
with words; we go places for 
our clients with our PLAN; 
we know how to use SMALL 
space. Clients? Accounts? 
Well, we've O-Cedar; Mrs. 
Snyder’s Candy; Griffith 
Spices; the EDIPHONE in the 
west: Lewis Aeronautics; 
North Pier Terminal; Work- 
man Calculating Co. But we 
haven't any salesmen . . . and, 
if vou'd like advertising that 
SELLS; we'd like it if you'd 
write, or phone. 


OREN ARBOGUST | 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


econes | 


is due to a number of facts: | 


point, 
greater resulting let-down 


for making | 


it can 
war is a 
threat to an economy than 
itself.” 


Face Long-Range Task 


“But, regardless of all this, 


The greatest problem facing mar- 
therefore, Mr. Thorp said, | 


the government. An 


PICK tomorrow’s sales- building 


promotion idea 


from this new book 


. 
Just Open this book at almost any page and you'll find a promotional scheme 
’ that will sizzle into sales. Scores of ideas and methods are here, taken 
Out! from successtul practice, condensed and classified, ready for you to use 
is is’ or to adapt to numerous situations. Helps you make sure no 
promotional opportunities are overlooked, pick tested ideas that fit your 
needs, get a quick start with methods that work 


Kenneth S. Howard's 


METHODS OF SALES PROMOTION 


273 pages, This book brings you a bird's-eye view of sales promotion, telling 
% ‘ you when and why to use it, how to use it with best effect, what 
s72 SS victors to consider in planning it, how to coordinate it with other 

PRICE selling and advertising measures. Covers manufacturing and retailing 
promotions Written for fast, easy reading especially planned for 
ONLY executive wwher-manager, and promotion man who wants a quick 
lew of promotion essentials and guide to usable ideas and methods 


Hundreds of tips for improving results in the use of 


Contests Salesmen’s aids Retail promotions 
Samples Sales manuals Special sale 
Demonstrations Salesmen’s clubs and Posters; packages 
Exhibits conventions Institutional advertis 
Direct selling Aids to jobbers ing; radio 

Aids to retailers Displays House organs, et 


r eee ee ee ee ee ee ee ee a | 
1 McGraw-Hill Book Co., Inc., 330 W. 42nd St.. N. Y. C. 
Send me How ar i's Methods of Sales Promotion for 10 days’ examination on approval In 10 days I 

1 will send $2.25 plus few cents postage, or return book postpaid (Postage paid on orders accom ! 
! panied by remittance.) ! 
! Nan ! 
! Address Position pad 
l City and State Company Age il i 
1 (Books sent on approval in I 8S. and Canada on!s 1 
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Remington Rand 
to Run Shaver 
Copy All Year 


Bridgeport, Conn., Jan. 2.—Elec- | 


tric shaver advertisers, whose pro- 
motion has heretofore been geared 
to the two gift seasons around 
Father’s Day and Christmas, appar- 
ently have become convinced that 
their product can also be sold in 


other months, 

Fol}=Wing the disclosure last 
week that Schick Dry Shaver, Inc., 
is planning a heavy campaign 


during the first six months of 1941 
(ADVERTISING AGE, Dec. 30), Gen- 
eral Shaver division of Remington 
Rand, Inc., revealed today that its 


national advertising will appear 
every month with the possible 
exception of July. 

General Shaver copy will be 


built around the claim that “16,000 
barbers are now using Remington 
shavers daily.” The first insertion 
in a magazine drive will reproduce 
a statement by Joseph P. Schusser, 
president of Terminal Barber 
Shops, which recently appeared in 
10 newspapers in six major cities. 

The rest of the campaign will 
illustrate Remington dry shaving in 
the barber shops at New York’s 
Waldorf-Astoria hotel, Chicago’s 
Palmer House and Boston's Copley 
Plaza. Magazines on the schedule 
are Collier’s, Esquire, Life, The 
Saturday Evening Post and Time. 
The use of newspapers on a coop- 


erative basis with dealers will be 
continued. 
Batten, Barton, Durstine & Os- 


born is the agency. 


Elizabeth Arden Account 


to Pettingell & Fenton 

Elizabeth Arden, Inc., New York, 
has appointed Pettingell & Fenton, 
New York, to handle its advertising 
with Fleur Fenton as account ex- 
ecutive. Advertisements appearing 
in January publications were pre- 
pared by the new agency. 

The new campaign has been 
launched with copy appearing in 
color in all fashion magazines and 
in general women’s publications. 
Dealer work, sales promotion plans 
and merchandising counsel all are 
being directed by the new agency 
for the first time. 


Named NBC Salesman 

F. Willard Butler, formerly in 
charge of the local sales traffic 
department of National Broadcast- 
ing Company, has been appointed a 
salesman in the spot and local sales 
department. 


Elected to Four A's 


Fensholt Company, Chicago, has 
been elected to membership in the 
American Association of Advertis- 
ing Agencies. 


Mass production methods 
make Artkraft superior 
quality available at com- 
petitive prices. 


wv ARTK 


SIGN CO, LIMA, OHIO 


HOTE 


. 


BUSINESS IN 
WASHINGTON? 


After a day full of Washing- 
ton conferences, you'll 
doubly enjoy the modern 
luxury of the Hotel Raleigh. 
The restful comfort of your 
room. The long -remem- 
bered excellence of the food. 
And the gaiety of the Pall 
Mall Room, the capital's 
smartest dinner and supper 
rendezvous. Yet so econom- 
ical. Rooms from $3.50. 


C. C. SCHIFFELER, Gen. Mer. 


PENNSYLVANIA AVENUE AND 
12ra ST. N.W., — D.C. 


. 
- . 


Westinghouse 
Increases Budget 


on Appliance Line 


Mansfield, O., Dec. 31.—Westing- 
house Electric & Mfg. Company will 
‘expand the advertising program of 
‘ite merchandise division betwee? 
10 and 15 per cent during 1941, 
Roger H. Bolin, sales promotion 
manager, disclosed today. Both 
‘newspapers and magazines’ will 
share in the appropriation which 
will probably approximate $1,000,- 
|000 for appliance advertising. 

Following announcements of new 
lines in January issues of a long list 
of business papers, the consumer 
‘campaign will get under way with 
|a color spread in the Feb. 22 issue 
‘of The Saturday Evening Post. 
‘Monthly insertions featuring small 
appliances will continue in this 


" 


magazine for the remainder of the | 


| year. 
Featuring “Super-Market Refrig- 
eration” made possible by “Tru- 


‘Temp Control,” the Westinghouse | 


refrigerator campaign, which 


ac- | 


counts for the largest share of the | 


division’s appropriation, will employ 
a schedule of magazines including 
American Magazine, American 
Home, Better Homes & Gardens, 
Collier’s, Country Gentleman, Good 
Housekeeping, Household, Life and 
The Saturday Evening Post. 
“Vitamized Cooking” will key the 
range campaign, scheduled for Bet- 
|\ter Homes & Gardens, Country 
|Gentleman, Household, McCall's and 
|The Saturday Evening Post. Fac- 
|tory-sponsored copy for the two 
{major appliances will break in 90 
|newspapers in key cities through- 
jout the country in late February. 


Two New Appliances 


| Two new Westinghouse 


| appli- 
jances, the Mobilaire plug-in air 
|conditioner and the Laundromat 


j}automatic washer, will make their 
j;debut in national advertising. The 
former will be promoted in For- 
tune and Time, while the 
|will first appear in newspapers in 
‘about 10 cities where distribution 
has already been achieved. The 
schedule will be expanded to 
newspapers in other cities dis- 
tribution grows. 

As part of its aggressive promo- 
tion program Westinghouse will 
expand the use of sales aids, in- 
cluding two new Kodachrome mo- 
‘tion pictures to be made available 
ifor dealer as well as consumer 
|showings. One of the films, “Un- 
sung Heroes,” dramatizes the qual- 
ity control story, while the other, 
“The Precious Ingredient,” empha- 
sizes the nutritional value and vi- 


as 


tamin content of properly cooked 
foods. 

Fuller & Smith & Ross is the 
agency. 


Prof. Mather Elected 

| Kirtley Mather, Harvard Uni- 
versity, has been elected president 
of the Institute for Propaganda An- 
alysis, New York. Other officers 
elected at a meeting of the board of 


directors are F. Ernest Johnson, 
Columbia University, vice-presi- 
dent; Clyde R. Miller, Columbia 
University, secretary; and Alfred 
M. Lee, New York University, 
treasurer. Ralph Casey, University 


of Minnesota, was elected to the 
board of directors, and Clyde Beals, 


formerly with the Guild Reporter, 
was appointed editor and admin- 
istrative secretary. 


Lithographers to Meet 

The National Association of 
Photo - Lithographers will hold a 
Midwestern Round Table Discus- 
sion at Wichita, Kan., Jan. 24-25. 
A. G. McCormick, Jr., McCormick- 
Armstrong Company, Wichita, vice- 
president of the association, will 
sponsor the meeting. Lithograph- 
ers from five adjacent states have 
been invited to attend. 


Cream City Buys Cable 


The Cream City Outdoor Adver- 


tising Company, Milwaukee, has 
acquired the outdoor plant and 
facilities of the George F. Cable 
Outdoor Advertising Company, 


Waukesha, Wis. 


latter | 
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Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER ~ 
% Gain % Gain 
52-Week 52-Week 52-Week or Loss” or Loss 
Period Period Period 1940 1940 Week Week % Gein 
Ended Ended ended over over Ended Ended or 
Dec. 31, 1938 Dec, 30, 1939 Dec, 28, 1940 1938 1939 Dec. 30,1939 Dee. 28, 1940 Loss 
‘Akron, © 11,861,153 10,157,294 §, 963,884 16.0 1.9 130,442 70,056 453.3 
Albany, N. Y 9,781,541 8,572,503 8,217,734 16.0 —4.1 102,165 121,841 +15 
"Atlanta, Ga. 16,753,232 18,767,111 16,632,266 1.8 11.4 232,123 261,548 +12,7 
Baltimore, Md 22,616,445 23,057,511 23,852,498 + 5.5 +3.4 251,693 355,154 +41.) 
Birmingham, Ala 12,934,664 13,868,600 14,814,680 + 14.5 + 6.8 210,392 247,324 +176 
Boston, Mass oeeeee 20,916,862 0,395,941 19,488,173 6.8 —45 287,020 315,871 10.1 
Bridgeport, Conn. .... 9,484,180 10,331,922 10,933,860 +15.9 +5.8 132,300 184,800 + 39.7 
Buffalo, N. Y ..+ 16,543,302 16,130,132 16,208,268 —2.0 + 0.5 174,545 218,533 25.2 
iCamden, N, J P 4,085,597 1,620,304 5,562,797 $6.4 0.4 57,450 58,648 21 
Cedar Rapids, la ‘ 4,933,040 », O88 298 4,960,489 “0.6 2.5 89,334 97,370 +0 
Charleston, W. Va 10,448,153 10,913,785 + 4.5 2.5 138,719 201,376 45.2 
“hicago, Th . 31,509,611 29,924,100 5.0 0.4 $323,296 416,322 28.8 
Cincinnati, © 16,180,784 17,219,902 6.4 + 4.7 238,648 264,701 10.9 
Cleveland, © ... 15,441,384 19,351,285 25.3 + 3.9 260,009 296,895 14.2 
Columbus, © : 13,043,569 13,851,575 6.2 0.2 182,359 255,064 + 39.9 
Dallas, Tex, } 55 20,892,858 3.1 3.6 277,435 356,243 28.4 
Davenport, la 5,62! 9,761,472 0.4 + 0.6 176,442 146,790 16.8 
Dayton, O 13,681,774 14,985,902 0.5 +4.4 171,23 212,674 24.2 
Denver, Colo rT 8,344,916 8,858,065 6.1 3.6 133,416 157,575 + 18.1 
Des Moines, la 6,598,999 6,869,485 + 4.1 + 2.8 92.760 103,947 12.1 
Detroit, Mich. 18,697,523 21,048,030 22,402,630 + 19.8 + 6.4 271,756 373,147 $7.3 
Kl Paso, Tex 10,314,552 10,997,371 11,013,899 + 6.8 + 0.2 184,884 214,137 15,8 
mrie, Pa. «. ; 0,955,808 9,715,846 9,628,654 3.3 0.9 124,936 135,422 84 
“Evansville, Ind : : 12,213,720 12,568,797 + 2.9 188,132 221,676 17.8 
Fall River, Mass 3,305,219 3,994,581 3,673,864 11.2 2.2 63,084 62,928 1.7 
Flint, Mich << 7,638,456 S.364,866 9,268,476 21.3 + 10.8 124,138 146,384 17.9 
Fort Wayne, Ind os 11,026,981 11,243,732 11,514,612 +4 + 2.4 162,344 167,748 3.8 
Gary, Ind 5,688,645 6,246,881 6,731,713 18.3 + 7.8 73,725 107,968 46.4 
Grand Rapids, Mich 8,270,134 9,015,650 0 508,064 3.5 6.5 131,180 160,118 23.1 
(Gireenville, S. © 6.737.299 6,460,330 7,852,330 16.6 12.8 101,263 72,039 6a.9 
Houston, Tex 17,227,774 18,617,296 20,121,960 16.8 +S.1 383,726 351,806 8.3 
Huntington, W. Va 7,702,380 8,424,632 RS10,002 +144 + 4.6 131,644 168,106 23.9 
Indianapolis, Ind 16,586,953 17,768,448 IS,85%,445 + 13.7 6.1 SOL,5S88 34,544 10.9 
Jacksonville, Fla W005, 052 W BHO,854 10,260,488 + 13.9 + 6,2 142,002 183,736 29.4 
Jersey City, N. J . S8ss,ea8 2,226,495 2,275,688 + 4.5 + 2.2 37,018 84,72 6.2 
Kansas City, Kan 2,807,329 2,028,660 $3,220,042 + 14.7 9.9 17,600 3 
Knoxville, Tenn P 10,527,595 11,275,563 11,245,738 + 6.8 0.3 210,980 ‘ { 
Little Roek, Ark .. 9,606,438 W5OT79,989 10,191,524 6.1 6.4 152,320 176,778 16 
Los Angeles, Cal 24,256,717 25,726,848 24, SS7,586 2.6 3.4 390,770 384,257 es 
Louisville, Ky 14,503,515 15,319,338 15,476,125 6.7 + 1.0 177,857 220,523 24.0 
Lynn, Mass 8, 134 8,551,972 14.5 + 10.9 118,678 163,394 v7 
Manchester, N. H 3, 811 1.571,771 16.3 3.6 51,460 59,756 16.1 
Memphis, Tenn 11, 841 12,713,036 14.3 +74 179,634 258,370 13.8 
Miami, Fla 13 205 13,345,228 ” 7.4 272,160 338,037 24.2 
Milwaukee, Wis 1S 208 15,135,825 3.3 8.1 231,800 306,427 32.2 
‘Minneapolis, Minn 14,039,875 14,039,930 14.9 “4 212,666 213,255 0.3 
‘Nassau County, L. 1.. 2,708,396 2,749,101 +2.2 + 0.7 30,076 42,020 7 
New Bedford, Mass 3,252,984 3,200,882 + 17.8 16.4 55,076 74,450 14.3 
New Haven, Conn 0,345,350 9,527,868 +64 1.3 173,222 185,486 id 
New Orleans, La 19,839,830 20,415,200 6.4 3.4 288,631 304,556 5 
New York, N. ¥ OLS7T1L,686 61,373,619 OR : 700,621 809.697 15.6 
Brooklyn, N. Y 4,889,422 3,988,097 25.3 S.4 58,821 $0,491 15.9 
Norfolk, Va 0 369,542 © S7T5,320 ‘ 15.6 0.6 142,324 181,230 1.3 
Oakland, Cal 7,795,424 S548,009 376,600 20.3 9.7 104,189 144,065 S35 
Oklahoma City, Okla 12,064,997 8,145,066 8,274,104 s1.4 9.5 139,244 158,410 15.8 
Omaha, Neb 6,292,873 6,141,610 Hit 0.3 2.1 108,616 106,876 uD 
Peoria, I 10,794,794 11,639,278 h2: 16.0 7.6 180,513 244,902 7 
Philadelphia, Pa 28,082,705 28,983,046 0,146,487 7.3 1.0 290,500 33,085 10.9 
Phoenix, Ariz 7.71574 7,044,146 8,709,301 9.3 06 207,340 160,258 2.7 
Pittsburgh, Pa 21,890,652 21,036,302 21,869,862 O1 10 24S 584 289,842 16.6 
Portland, Ore 12,071,422 12,661,468 11,946,998 1.0 7 180.544 195.286 2 
Reading, Pa WOTTO08 10,418,425 11.252.260 12.8 £0 156,590 176,540 7 
Richmond, Va 12,677,434 13,224,654 13,428,128 5.9 es) 156,548 03,448 v 
Rochester, N. Y 15,410,762 1 68.543 16,105,867 + 4.5 | 296,004 248.920 l 
Rockford, Ill 7,788,165 8.256.404 HOG Se 16.1 us 132,580 161,322 
Rock Island-Me'ine | 8,652,378 SHO Be S76 H4 41.3 0.7 91.872 113.260 
Sacramento, Cal 8.999.357 2 505 18 & 577.2302 13 “os 120.246 123.200 
San Antonio, Tex 6.686.944 7.0508 £.120.064 21.7 6.4 111.896 128.591 
San Diego, Cal 13,247,018 123.376.8881 11.7 S40 11.4 12.3 143,402 190,022 
Seattle Wash 9.929 383 11.002.548 12,.2956.704 on 4 ‘ a 185.710 165.676 
‘South Bend, Ind 7,374,648 45S 583 5.886 680 oo 4 + 4.2 69.034 “3.440 { 
Spokane Wash 4 7.070 6.749.540 6.621.458 4 1.4 110.488 115.500 
St Louis, Me 18.273.246 18.640.400 1N.YS0O 805 4 1.8 236.110 259.340 
St Paul Minn 11,454,352 11,247,621 10,8 256 , Lo 1S0,640 182,797 . 
Svracuse yy. Y¥ S 883.078 S48 "4 § 652.8946 04 1.4 138,474 165.260 
Tacoma Wash 6.170.504 ‘ O7 82S 6.719.999 x4 a8 700 WS NKD 
Tampa, Fla 6,445,702 The 8,161,036 26.6 12.4 174.062 157.318 
Toronto, Ont (‘ar 18.012. 2396 16.7295.977 115.780.6349 12.4 ? 199.550 05.167 ‘ 
Troy, N. ¥ 1.254.808 1.654.084 1.593.064 79 1 61.012 77.268 
Tulsa, Okla 1505 640 277.082 i7c8 a 24 ‘i. 4 2 LH8.158 216.706 
Washington, D.C ML STOLGS4 Th 6.60 23 0 2.9 472,710 605.184 
Youngstowt! ‘) +.463,121 S002 947 8.716.650 16.8 s 4 124.005 144.394 
Total 193.370.9777 1.0123.005.98 1.034.242.956 1.1 o1 14.497.987 16,643,847 ‘ 
l Akron Time Press discontinued Aug. 28, 1838 +7 Minneapolis Star and Journal merged Aug. 1 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 S Newsday, new publication, launched Sept. 3, 1 
’ Oklahoma News discontinued Feb, 24, 1939 % Spokane Press discontinued Mar. 18, 1929 
‘ News-Times discontinued Dec 28, 1938 “ Evansville not included in totals Account 
» San Diego Sun suspended publication Nov. 25, 19294 records incomplete 
w Atlanta Georgian and Sunday American ceased pub 
lication Dee. 17. 18939 
— 
bd 3) “” 
Scholle Leaves WOXR Names Brown & Thomas Greenfield to “News 
Robert M. Scholle has resigned General Cosmetics, Inc., New A. Allen Greenfield has res —ne 
as sales manager of Station WQXR, York, a division of Allied Products, as advertising manager of B S, 
New York. Hugh Kendall Boice, Inc., has appointed Brown & Philadelphia jeweler and si\ver- 
vice-president, will continue to, Thomas Advertising Corporation, smith, to join the advertising de- 


head the sales department. 


New York, to direct its account. 
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. R. Davis, of 
GE, a Founder 
of ABC, Dies 


ghenectady, N. Y., Dec. 30.— 
ted R. Davis, 64, advertising space 
wer for the General Electric 
»~mpany for 35 years and one of 
te founders of the Audit Bureau 
of Circulations, 
who died _ here 
Dec. 26 after a 
two-year illness 
(ADVERTIS- 
ING AGE, Dec. 
30), was one of 
the most widely 
known men _ in 
advertis- 
ing. In addition 
to buying space 
for all General 
Electric copy 
placed from 
headquar- 
ters here Mr. Davis also recorded 
and coordinated that placed by the 
Bridgeport and Cleveland divisions. 
Besides helping found the Audit 
Bureau of Circulations in 1914 Mr. 
Davis served continuously as a 
member of its board of directors. 
He was the only director to serve 
continuously for 26 years. He was 
third vice-president of the organi- 
zation from 1922 to 1927 and first 
vice-president from 1927 until his 
death. 

A pioneer in the application of 
definite measurements to advertis- 
ing, Mr. Davis took pride in his 
part in organizing the ABC. He 
once said: “The ABC has been, 
still is and probably will continue 
to be a most powerful stabilizer of 
the commercial side of the publish- 
‘ing business. It has prevented the 


Fred R. Davis 


publishing business from being in- | 


‘cluded among the rackets of the 
‘business world; it has developed a 
sense of fair play and joint under- 
tanding among competing publish- 
ers; it has established a system of 
appraisal of values by which the 
buyer and seller can negotiate on 
a business-like basis.” 

Mr. Davis was a past president of 
the Technical Publicity Association. 


as manager of the publicity depart- 
ment of the Fort Wayne Electric 
Company. In 1905 he returned to 
Schenectady as assistant to the 
advertising manager of General 
Electric. As the department ex- 
panded he was given charge of 
most of the company’s relations 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.43 
additional 100's 22c—All sizes 


. 
Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them. 


LAUREL PROCESS CO. 


480 Canal Street, N.Y.C. WaAlker 5-0526 


| Mrs. 


After graduating from Worcester | 
Polytechnic Institute in 1900 he| 
joined General Electric in 1901, 


going to Fort Wayne, Ind., in 1902 ' 


with publishers. He shared the 
$500 awards of the Shaw publica- 
tions in 1927 and 1928 for the best 
manuscripts on the _ solution of 
industrial problems by advertising. 


JOHN CONDON 


Tacoma, Wash., Dec. 30.—John 
Condon, 53, president of Condon 
Company, Tacoma advertising 
agency, died here Dec. 23 after a 
short illness. He was a _ former 
newspaper man and was automo- 
bile editor of the Tacoma Ledger 


before opening his agency in 1917. 
He, with Kenneth Hood, of the 
Ledger, founded the Tacoma Ad- 
vertising Club, and was _instru- 
mental in forming the Tacoma 
Better Business Bureau, an organi- 
zation of which he later became 
president. 


FRANCIS X. CLEARY 

Jersey City, Dec. 31.—Francis X. 
Cleary, former advertising man- 
ager of Western Electric Company, 
died here last week at the age of 
67. He joined Western Electric in 
the sales department in 1891, be- 
came advertising manager in 1910 
and resigned the following year. 
More recently, he had been in the 
photographic business with a son 
in New York. 


ABRAHAM SIMON 


Evanston, Ill., Jan. 2. — Abraham 


Simon, business manager of the 
Evanston News-Index, died of a 
heart attack on New Year's Day. 


Mr. Simon, who was 56 years old, 
took charge of the evening paper 
last July when it was reorganized, 
and was appointed business man- 
ager in October when R. H. Jacob- 
son became publisher. 


MRS. HELEN B. BULLARD 
Willimantic, Conn., Dec. 31.— 
Helen Bartlett Bullard, 68, 
president of the Chronicle Publish- 
ing Company, publisher of the 
Daily Chronicle, died Dec. 30, in a 
hospital here of injuries sustained 
in a fall. Her husband, Harry N. 
Bullard, is business and advertising 
manager of the newspaper. 


MABEL E. GRIFFITH 

Cincinnati, Dec. 31.—Funeral 
services for Miss Mabel E. Griffith, 
53, Cincinnati, assistant secretary 
of the United States Printing & 
Lithographing Company, were held 
in Cincinnati today. Miss Griffith 
died Dec. 29. She was a past presi- 
dent of the Woman's Rotary Club 
and was a member of the advisory 
board at the time of her death. 


VIRGIL J. REAGAN 


Chicago, Jan. 2.—Funeral services 
were held here today for Virgil J. 
Reagan, one of the principals in 
Atlas Photo Copy Company, who 
died Monday after a brief illness. 
Mr. Reagan, who was only 38 years, 
succumbed to bronchitis which fol- 
lowed a cold. The widow and a 
brother, Les Reagan, head of Atlas, 
survive. 


Studios. 


and photographic. 


, WANTED— 
| Photographic Illustrator 


| For the first time in many years a na- 
| tionally known Photographic Organi- 

zation has an opening in its New York 
A man, familiar with color as 
well as black and white, will find un- 
limited facilities at his disposal. 
| background would be helpful 

giving full particulars, both personal 
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Professors Scan 
Marketing Trends 
in Many Fields 


Changes in Retailing 
Analyzed; Self-Service 
Idea Spreading 


Chicago, Dec. 30.—Ten outstand- 
ing trends are discernible in the 
field of retailing, John W. Wingate, 
New York University, reported to 
the American Marketing Associa- 
tion Friday in a session devoted to 


“Retailing in 1941.” Stressed by 
New York retailers, they were 
enumerated as follows: 

1. More promotion of deferred 
payment plans, including junior 
credit. 

2. Establishment of branch 
stores. 


3. Emphasis on complete stocks 
rather than turnover from the deal- 
er’s own viewpoint. 

4. More facts about goods to 
help buyers make up their minds. 


5. Cooperation between — stores 
and vendors. 
6. Sales training by immediate 


department superiors. 

7. Development of key resources 
concentration of buying. 

8. More specification buying. 

9. Consolidated 


delivery = sys- 
tems. 
10. Air conditioning 
Others who contributed to the 
symposium were Kenneth Dam- 


eron, Ohio State University, on the 


consumer movement; Richard P. 
Doherty, Boston University, who 
analyzed retail census figures; M. 


M. Zimmerman, of Super-Market 
Merchandising, who discussed de- 
velopments in that field. Fred E. 


Clark, Northwestern University, 
reported on trends for a committee 
at the luncheon. 


New Buying Methods 


Prof. Wingate said that group 
buying is being superseded by 
central purchasing offices, which 


provide more mobility for the store 
using them, and reach de- 
cisions more quickly than a group 
of buyers. Central buying organ- 
izations are being set up not only 
by large single stores, but by groups 
of retailers. 

While informative labeling has 
made progress, Prof. Wingate said, 
the same kind of advertising has 
progressed much less rapidly than 
might be supposed, according to an 
analysis of retail copy in the New 
York Sun. Retailers, he believes, 
are according intensive study to the 
mail order catalog, the best ex- 
ample of informative advertising. 
Copy testing is being widely used 
in the retail field and various modi- 
fications of the Townsend plan are 
being adopted. One New York 
store, for instance, has a check-list 
of 21 points. 

Limited self-service is being 
tested in many fields, Prof. Wingate 
said, women's ready-to-wear and 
stockings being some of the numer- 
ous products sold on that basis. In 
some the consumer buys 
from samples, which are displayed 


also 


cases, 


in abundance and with complete 
specifications Despite this ap- 
parent trend, service demands are 
growing in some fields, notably 
hardware. 

Elaborating on point 3 of his 
decalogue, Prof. Wingate said that 
one store found that expansion of 
its stock of bathing suits resulted 


in a volume of $2,500, as compared 
with $1,400 previously handled. 


Consumers Are Skeptical 


Prof. Dameron summarized the 
evolution of the consumer move- 
ment, saying that many members of 
the public feel that the proclaimed 
interest of retailers in their desires 
is in many cases simulated, rather 
than real. Consumers want mer- 
chandise testing, yet they believe 
that most of the testing now being 
done is a promotion stunt. 

Prof. Dameron made a 
brought up by several 


point 
others on 


the program: that many teachers 
of marketing are doing a disservice 
to the field. His example was pro- 
vided by a teacher of advertising 
who has students write essays on 
the best “rooking” they had re- 
ceived. Another speaker told of an 
advertising teacher who, knowing 
little of the subject, devoted the 
entire course to an analysis of the 
defects of advertising. 


Prof. Dameron said that if re- 
tailers are skeptical about the ex- 
istence of any consumer demand 


for more information, it is based on 
the theory that “Sally Jones is 
more interested in sex appeal than 
in thread count.” He said that the 


National Consumer-Retailer Coun- 
cil is doing a fine educational job 


by teaching the consumer that the 
problem by no means one- 
sided they believe. Abuses of 
store services may reduced in 
this way. 

Mr. Zimmerman said that the 
number of supermarkets in the food 


1S as 
as 


be 


field has reached 8,000, of which 
1540 are operated by the Great 
Atlantic & Pacific Tea Company, 
and 5,301 by independents. Their 


estimated volume 
billion dollars. 


in 1940 was two 
Supers account for 


41 per cent of all retail food lin- 
age, he said. Independent mer- 
chants are meeting the competi- 


tion of the supers by establishing 
superettes, which provide both 
service and self-service. The pub- 
lisher predicted that self-service 
and other features of super market 
operations would become as popular 
in other retailing fields as in food 


Survey of Marketing 


Dr. Clark presented the results 
of surveys by half a dozen mem- 


bers of his committee. One em- 
phasized the importance of frozen 
locker plants, said to be increasing 
at the rate of 50 per month. He 
also referred to sales of frozen 
foods direct to homes in the East. 
The defuzzing of peaches, sale of 


carrots in cellophane, and employ- 
ment of fibre containers for milk 
are other highlights of agricultural 


| marketing. 


The second attached 
the fight between 
to win the style 
worn by Paris. He also referred to 
the advance in premium advertis- 
ing which, however, has resulted 
in some rumblings of discontent 
from consumers. Unionization of 
sales personnel is another develop- 


weight to 
American cities 
crown formerly 


ment which will require careful 
watching. 

The report on wholesaling said 
that clarification of its nature is 


urgently needed. It found that the 
tendency of wholesalers to identify 
themselves more definitely with re- 


tail outlets has continued The 
function of the wholesaler is usu- 
ally more appreciated in emer- 
gencies than in normal times, the 
report said, despite recent attacks 
on the jobber by certain govern- 
ment bureaus. 


Another report, on retailing, said 
that unionization is proceeding 
apace among retail store employes, 
as well as others. It reminded the 
audience that 43 state legislatures 
meet next month 


Prices by Legislation 


The report on pricing said that 
the Madison oil case indicates that 
the rule of reason does not apply to 
this sphere The Supreme Court 
decision upholding the validity of 
the bituminous coal act suggests 
that price-fixing by the govern- 
ment will be the next big develop- 
ment 

The report on advertising made 
some disparaging comments. on 
readership studies, asserting that it 
is always easy to find readers who 
remember advertisements which 
never appeared 

The report on market research 
deplored unduly elaborate presen- 
tations of results It said that 
agency research is well handled, 
but limited in scope because of the 
difficulty of compressing it within 
the inflexible 15 per cent. It con- 
cluded with the statement that 
marketing instruction in colleges 
needs reviewing to determine 
whether or not the latest methods 
are being taught. 


| the 
'Sample-Hummert, 


W. D. Murphy Joins 
Reincke-Ellis Agency 


W. D. Murphy, advertising man- 
ager of Sloan Valve Company, Chi- 


cago, and vice- 
president of the 
National Indus- 
trial Advertisers 
Association, has 
joined Reincke- 
Ellis - Young- 
green & Finn, 
Chicago, in an 
executive capac- 
ity. Mr. Murphy 
has been’ with 
the Sloan organ- 
ization -since 
1930. 


Mr. Murphy is 
a past president 


W. D. Murphy 


of the Engineering Advertisers As- 


sociation and a former member of 
the board of governors of the Chi- 
cago Federated Advertising Club. 
He is the author of a series of ar- 
ticles now appearing in Industrial 
Marketing on “An Engineering Ap- 
proach to Industrial Advertising.” 


Sales Meet Speakers 

Among the speakers to be heard 
at the second annual New England 
sales management conference, Jan. 


10-11, will be V. F. Vining, sales 
promotion manager, Proctor Elec- 
tric Company, Philadelphia; J. L. 


Wood, Johns-Manville Corporation; 
L. R. Boulware, Celotex Corpora- 
tion; Richard C. Borden, the Bor- 
den Company, Dr. Harry P. Tosdal, 
Harvard Business School; Arthur 
H. Motley, Crowell-Collier Publish- 
tion Company, and Burton Bigelow, 
New York. 


Squibb Advances 
Palmer, Weicker 

Carleton H. Palmer, president of 
E. R. Squibb & Sons, New York, 
has been named chairman of the 
board, while Lowell P. Weicker, 
vice-president in charge of sales 
and advertising, has been elected 
president. 

Mr. Weicker will continue to di- 
rect the company’s advertising ac- 
tivities. 


Witmer Joins McGillvra 


Fred C. Witmer, 


Chicago office 


formerly with 
of Blackett- 
has joined the 
Chicago office of Joseph Hershey 
McGillvra, radio station representa- 
tive. 


Joins Schwab & Beatty 

Joe Geyer, formerly with Lord & 
Thomas and Lynn Baker Company, 
New York, has been appointed art 
director of Schwab & Beatty, New 
York. 


f" 
LAYOUTS 
LETTERING 


ILLUSTRATING 
RETOUCHING 


STRIBLING Gésoccazes 
ADVERTISING 


ART 


CENTRAL 9503 


146 South Dearbere Street, Coicoge 


PRINTING 


AITHORN service is 
© pocket — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


a 


Faithorn Corporation 
504 Sherman Street, Chicago, lilinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agen-ies 
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themselves for wider and deeper 


sid ADVERTISING AGE January 6, 1941 
ness siaiiaiiinie ar 7 FIND COMMON GROUND AT MARKETING MEET | wie uses ieetidig thee 2 
Marketers Must 


Revise Their 
Thinking, Methods 


Subordinate All to 
Defense, Word from 
Nation's Capital 


Chicago, 
not continue as usual under the 
rearmament program and market- 
ing executives must in large meas- 
ure lay aside certain ways of 
thinking and turn to the cultivation 
of other modes of approach.” 

This prediction was made before 
the American Marketing Associa- 
tion Friday by Charles I. Gragg, 
associate professor of business, 
Harvard Graduate School of Busi- 
ness Administration, who is on 
leave of absence to serve as assist- 
ant to the Coordinator of National 
Defense Purchases of the Advisory 
Commission to the Council of Na- 
tional Defense, Washington, D. C. 

Prof. Gragg, who said that the 
views he expressed are his own 
and do not necessarily represent 
the attitude of his superiors, shared 
the program with another Wash- 
ingtonian, Nathaniel H. Engle, 
marketing consultant of the Con- 
sumer Division of the NDAC, who 
discussed “Adjustment of Whole- 
saling to 1941 Conditions.” Dr. 
Engle said the national income for 
the next few years will approxi- 
mate 100 billion dollars, compared 
with 75 at present. Up to Nov. 28, 
the United States had appropriated 
19 billions for defense. One imme- 
diate adjustment needed is for the 
United States to buy more products 
from South America to enable it to 
buy more from this country. 


Advice to Jobbers 

Food surpluses are piling up and 
wider distribution needed, Dr. 
Engle said. In view of a possible 
shortage of transportation, both 
producers and wholesalers must 
carry larger inventories. While a 
sellers’ market in prospect, it 
will be dominated by the defense 
program. Manufacturers now sell- 
ing direct will probably give con- 
sideration to utilization of whole- 
salers’ services, he predicted. 
Wholesalers will have to order far- 
ther ahead and in larger quantities 
to insure supplies for their custom- 
ers. Trucks should be used for lcl 
shipments to country retailers. Field 
warehouses will be widely used, 
and wholesalers will require both 


is 


is 


intelligent selling and more adver- | 


tising. 


Prof. Gragg asserted that busi- 


The Professional Journal 
of Education 


217,714 


at $2.04 per page per M 
JOURNAL of the NEA 


1201 16th St., N. W., Washington, D. C. 


Dec. 30.—‘‘Selling will | 


responsibilities than are ordinarily 
demanded of them by stockholders 
and directors. It is not the profit 
and loss statement which will be 
‘the chief criterion of managerial 
effectiveness in 1941, since efficiency 
no longer is to be judged primarily 
by competitive profit making with 
its emphasis on outstripping the 
lother fellow in the race for mar- 
kets. 


Cooperation Is Key 
| “Instead,” he said, “business 


to the limit of its ability—to co- 
operate with other business units, 
with government buying agencies 
and to integrate itself into a na- 
tional effort which is to be meas- 
ured in terms of sacrifices, of goods 
produced on time and in the neces- 
sary quantities. Furthermore, it 
must look forward to a post-emer- 
gency struggle such as we probably 
have never before met.” 

These sacrifices and responsibili- 
ties will fall particularly hard upon 
the souls and shoulders of market- 
ing executives, Prof. Gragg said. 
They will be expected to abandon 
more of their accustomed sense of 
importance, to revise their normal 
duties to a greater extent, to think 
further ahead than any other group. 
All of this will come about as the 
result of voluntury discipline, how- 
ever, the administration's policy 
being to rely upon business to take 
|the initiative in studying rearma- 
|}ment methods. 


| ° 
will apply to some extent to ex- 


‘ecutives of companies holding gov- | 


lernment contracts, its chief impact 
| will fall upon those engaged in the 
| consumer field, who must prepare 
|for profound changes in their think- 
ing as the defense program ma- 
tures. 


New Attitude Needed 


“Leadership in marketing, as in 
other activities, does not grow on 
the soil of emotional resistance,” 
said Prof Gragg, “for emotional re- 
sistance immediately alienates other 


people and slows down or even 
stops cooperative activity. True 
\leadership of the type that gets 


| things done calls for an emotionally 
j}open and forward looking attitude. 
|words apply ‘Do 
| weep. Do 
| Understand.’ 
| “It is always easier for men in 
| authoritative positions to expand 
| their activities than to restrict 
ithem. Yet the defense 
calls for some curtailment of ac- 
tivity and some change in ac- 
| customed modes of activity. 
“Heretofore in varying degrees 
depending upon the type of goods 


perfectly 
not wax 


to be sold, the basic task of the 
marketing executive has been to 
exert various types of pressure 


upon distributors and consumers. 


The outlook is now greatly changed 
and this fact needs to be accepted | 


quickly and completely. 
sales to the government 
cerned, the customary 
are futile if not worse. 


As far as 
are 
pressures 


UNDERWOOD & UNDERWOOD 


241 €. ONTARIO ST., CHICAGO 


319 E. 44th STN. Y. C. 


- 
enciore? wos o 


ane oY cnet stot : 
ae) 


.* 
5@ 
7 


is | 
going to be called upon to cooperate | 


While this mental transformation | 


It was Spinoza who said—and the | 
not | 
indignant. | 


program | 


con- | 


F. N. McGehee, Outdoor Advertising, Inc., one of the speakers on the program 
of the American Marketing Association, discusses a point with Lloyd D. Herrold, 
Northwestern University, and Lyndon O. Brown, Lord & Thomas research director. 


W. B. Wadsworth, Woman's Day; Frank Braucher, Periodical Publishers Associa- 
tion; and Col. A. T. Falk, Advertising Federation of America, at the AMA meeting. 


Vernon D. Beatty, advertising manager, Swift & Co., who presided at the opening 


session of the marketing meeting, talks things over with Frank Stanton and Paul 
Peter, research directors of Columbia Broadcasting System and National Associa- 
tion of Broadcasters, respectively. 


Hugh E. Agnew, New York University, one of the founders of the marketing 

association, which celebrated its 25th anniversary at the year-end meeting, 

reminisces for the benefit of J. A. Burman, Electric Household Utilities Corpora- 
tion, Cicero, Ill. 


“The first of the cherished things 
|to be given up is pride of achieve- 
ment in designing some particu- 
larly appealing variation in product 
Such variations, designed for new 
talking points, will be frowned on 
by military buyers for defense. One 
predominant aspect of military de- 
mand is that it seeks simplification 
and standardization to the fullest 
degree possible. Among the most 
obvious reasons for this are the im- 
portance of interchangeability 
the field of action; uniformity 
instruction in use of the product; 
protection against paucity of sup- 
|pliers; economy in purchase, and 
conservation of the materials and 


on 
of 


energies used in manufacture.” 
The same considerations 
probably be applied to production 
and design of consumer goods, Prof. 
Gragg said. All of this does not 
mean that the military establish- 
ment does not seek basic improve- 
ments, but even where such su- 
periority is attained, the manufac- 
turer must abandon any attempt to 
create a monopolistic position. 
Companies seeking contracts for 
defense requirements will find ad- 
vertising not only superfluous, but 
objectionable, the speaker  con- 
tinued. It not the seller who 
undertakes to influence the buyer 
through advertising, but the buyer 


Is 


should | 


public media or through cirey. 
larization to get desired bids. Syp. 
|contractors seeking orders from , 
|company which has secured goverp. 
|ment contracts may, on the other 
j|hand, be able to use adverti ing 
|to advantage. 


Some Appeals Barred 


| “As for companies still doing aj) 
or part of their business wit, 
|civilian customers,” Prof. G agg 
said, “it is expected that they wi) 
contribute to the defense effor: py 
pena ype from certain normally 
used appeals. They will not refer 
‘to threatened shortages of supplies 
\to the probability of rising p: ces 
‘or to other conditions tendiny 
disrupt or unbalance the domostic 
jeconomy. As the defense program 
|proceeds, it is likely that greater 
jand greater restraint will be re. 
|quired in the sales approach to the 
|civilian market.” 

| Personal salesmanship, like ad. 
| vertising, is anathema to goverp. 
ment buyers. The Navy Depart. 
|ment, for instance, states in its 
/procurement policies: “Persona| 
|visits of company representatives 
|to purchasing offices are not cop. 
sidered necessary.” The pricing 
‘function already has been defin' tel; 
|affected by the defense program 
Both suppliers of military ang 
civilian goods have been told t 
|maintain reasonable markups. Fai; 
|price means, the professor ex. 
| plained, not the tariff which would 
result from free play of supply and 
demand, but one which is equitabk 
in terms of previous price, current 


cost and reasonable profits. Thi 
government will not only assist 
but will “chaperon” marketer: 
along this road. 


Checks on Prices 


One check on inflation is th 
priority system—mandatory ratiop- 
\ing of goods and facilities. Thu 
far, priorities have applied to criti- 
|cal products, such as_ airplanes 
machine tools, ordnance and _ war- 
|ship components, but extension of 
the list is inevitable. The govern- 
ment also is using the emergenc 
plant facilities contract to hold 
prices down. Under this contract 
the seller agrees not to includ& 
amortization charges on_ high-risk 
plants in the price of the supplies 
produced therein. He is protected, 
however, by government agreement 
to take over the plant at the end 
lof the emergency, and to reimburse 
him for his investment by tax-free 
|payments over a five-year period 

In the area of strategic raw ma- 
terials, the government is helping 
control price changes by buying uy 


inventories (stock piles) and hold- 
ing them for later issuance to pro- 
ducers in case of shortages. Labor 
is being protected by escalator 
clauses in some contracts, designed 
|to prevent prices from rising ahead 
‘of wage rates. 


Armstrong to WCOP 


A. N. Armstrong, who has been 


| with the Katz Agency, Chicago, 
|since 1937, has assumed the gen- 
eral managership of WCOP, Bos- 


ton. 
} 


JOHN BLAIR & COMPANY) 


National Representativ:s 


of Radio Stations 


CHICAGO—520 N. Michigan Ave.—Sup aa 
NEW VYORK—341 Madison—Murray Hi | 9 
DETROIT—New Center Building—Maé ©* 78 
ST. LOUIS—455 Paul Brown Bidg.—Chee'out 4 
LOS ANGELES—Ch. of Com. Bidg.—Prospect 3 


SAN FRANCISCO—608 Russ Bidg 


Ja 


, ‘ SA ‘ A at ats ‘ ny bre 3 é ce? | Fe ‘ 
ee psi ai (een Be “ ar a ee 
| ae | 
: - ee 2% pe 
ey — | P : { ms 
: = Ye ; es = 
- a i—_ i Se oe 
“ | ZA fa : a ——— . 2 
a F + a ; : » es. 3 
m: 7 a ote, i Ao Shad — : 
Ras 1 et Be a 1h = ' 
te eee ; a =e fe Ae P ve por. he: ‘* —— ae 3 : ; 
a po ee | 
4 me ies, bee oo Bee. rs iets'd : 
er at ee i sa eat alte si : 
‘ | Be 
: | iy | 1 im ty 4 te . Te o Ae . ” ee a sere . 
$ A i 4 ii ‘ \ , ate ™ Sa a 
s f " 4 hy 2 4 % ‘ 3 a 4 eg : ing 2 4 , a ae " 
| : ; we * ¥ - u ae a % voce E> 
a : Dok | \ pag, + Sey J Ds ri va 
. b/ : . 4 j : Me be a ee in - tt 4 aif ms ia / 
ee e's re a ‘a 
r, ; ai ~_— | _ a | ) J 
"i ob oe i ' ae in 
a Ay comme Jo a Th 
Popa 7 “ ee ' te - : ‘i ” 4 
ee | eens “a Rag eae “ fae 
‘ | e y 2 - ee - a 
| 1. a \ a we 
aa ee ' ¥ bi ¥ Ee Be = a 
es Se, ae wr 2 eo 
| = 2 ia a & eH 7 4 OF oo m. y 
’ nz : . 
m 
t- ' : tik fr, 
a ES kis : a a : ~~ & - is < 
| \e .. new g\8- sas | a -— ae 
. 3 ae ale 4390 Ff provers | <— a a _ aia 
E t —— ih a Auvennio™ L ouk sunt : * eke ey re 
. ; 
“@ nb wr agree | ee Tose ees — 
’ g 4 sok ad a oo = ™ 
. - . 
. 3 fhe fee nual ot Ye or \ F We N 
hi =~ ae peer ae WP" — |_ ee 
: &, »& nee ny 
©: _ Sie 1D gam IS MEASUS 
— — ‘on e, j 
= ——— oe SURED BY INS 
RES | ve 008 uve a ' 
- rewunes | “ = Ae 
ig 10088 Fc 0uro® ae ee SUABIUTY 
eer ‘ we ae ——— een oe 2 ; 
; wen wn 
: . , — ga 
= re =. 
ee 7 —EE 
- | ieaeees| 7 | 
Pras. &: < ie. & 
ss mes 7a S; i as: 7% int he. BE? oa v 4 : 
Bit ee Es FE ny agen —— 
; Mia eS 2 ‘: ‘ a ieee 2 fe eeeieiiienaiaae imiiesaemnne aceneal 
ms! : ae oF , a y= ares X; ae gee dia ; ga . D as 189 
a ae te es a iaMe ge hee ee eee ' 
ae ae ee grr ie eS ae Rie 3e “35 peek: .s 
fee aise ia Ne aS 2 eee ee 
ate - : wees + ee Ee As: tf gee Se ‘7 oF ‘ ats, : 
¥ te ak. 


January 6, 1941 ADVERTISING AGE 27 


|PHOTOGRAPHIC REVIEW perme 
OF THE 
WEEK 


START IT OFF 


Donald R. G. Cowan, Republic Steel Corporation, Cleveland, and retiring presi- 

dent of the American Marketing Association, seems cheerful enough as he talks 

to Roland S. Vaile, University of Minnesota, during the year-end convention of 
the organization. (Stories on Pages |, 25 and 26.) 


SOME OF THE BOYS CHECK THE PROGRAM 


A. J. Bates, president (right) and Harold 
Strobel, sales manager, of G. Heileman 
Brewing Company, La Crosse, Wis., look 
J. Fred Stephens, advertising manager of Apex Rotorex Corporation, studies and over a blowup of one of the advertise- 
solves a problem: how to display the new Apex Speed Maid cleaner with human ments in the “friendship campaign 
interest but without showing a complete figure and thereby dwarfing the machine. which the brewer has launched in 168 
The answer was simple. He cropped the illustration at the girl's waist, and of markets. L. W. Ramsey Company, Chi- 
course stepped out of the picture himself. cago, is the agency. 


ti GREETING THE NEW YEAR WITH A PROMISE 


1€s D. S. Dobson and Robert D. Davis of the Curtis Publishing Company check a 
ar- point in the American Marketing Association program with J. J. Martin, research 
of director of Henri, Hurst & McDonald, Chicago. 


CHOOSE EXHIBITS FOR ADVERTISING ART SHOW 


med a a ae) AMERICAN OIL CO. 


American Oil Company is launching its 1941 promotion campaign with this poster by J. C. Leyendecker. , ; ls f £ 3 
HOW LUCAS INTRODUCED NEW LINE OF COLORS AT CONVENTION | ee ae | 


Chiquita Beck and Mary Jager, models, work hard at helping the jury of the 
Philadelphia Art Directors choose entries for the tenth annual Exhibition of Adver- 
tising Art to be held at the Philadelphia Art Museum Feb. 1-17. 


STAFF GIVES HENRY EWALD A CHRISTMAS GIFT 


My 
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Se President Henry T. Ewald of Campbell-Ewald Company, Detroit, examines a silver 
ven beautiful girls dressed in seven shades of silk introduced the new line of Durafilm Regency colors to the sales con- punch bowl and cups presented to him by 80 staff members at a cocktail party 
vention of John Lucas & Co., Philadelphia, last month. The complete line consists of 49 shades. the afternoon before Christmas. 
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_. AVERAGE DECEMBER NET PAID circuLATION ExcEEDED 1,900,000 oany...3,600,000 sunoay 


"in New York City 


Steamboat L 


On a bitter winter night in 1840, the steamboat 
Lexington caught fire and burned in Long Island Sound. 
Over a hundred lives were lost. 

New York was electrified by the disaster. 

Nathaniel Currier, who was later to found the cele- 
brated firm of Currier & Ives, had a Yankee hunch. He 
reasoned that if public interest in the disaster was so keen, 
the public would buy pictures of it-——-1f tt had the chance. 

So he had a theatrical picture of the disaster drawn. 
And only three days after the fire, he had prints on sale on 
the streets of New York. The city was amazed at this 


journalistic enterprise. And it eagerly bought prints from 


the peddlers who hawked them at prices ranging from 6c for 
a little print to $4 for a full color picture. To satis/y the 
demand for copies of pictures of the burning ship, his 
presses had to run day and night. 


* * * 


One hundred years ago, Nathaniel Currier was 
the first to sense New York’s keen interest in pictures 
of spot news. 

The hunger for pictures has always existed. But 
not until The News began in 1919 did New York 
enjoy spot-news pictures of all occurrences, quickly 
published, rapidly distributed. 

The News was the first picture newspaper in 
America. The initial issue of The News recognized 
the importance of camera reporting, —it said: 


“Ten thousand words of description could not 


read by 


Drawn by WL lem 


Awhul Conflagration of the Steam Boat L E xl N GT 


4 Gerve Lith te Pub 2 Sawa fo" * 


O N In Long Island Sound on Monday 


Eve! Jan’ 131340. by which melancholy vecurrence, oer OO PERSONS PERISHED 


convey to you the impression you receive when 
you look at Millet’s painting, “The Angelus’. 
You could read all that has ever been written 
about the Clock Room in Paris, where the 
peace conference is being held, and get no 
clear idea of it. Look at a single picture of the 
same room, and you know exactly what it is 
like.” 

From the beginning, The News established 
records for remarkable speed in picture gathering. 
‘Twenty years ago, in 1920, Wall Street was rocked 
by a terrific explosion. News photographers and 
cameramen were the first to arrive in Wall Street 
after the blast, and got the only pictures taken before 
police lines were established. 

In 1924, The News published the first pictures 
sent by radio from London. In 1926 News camera- 
men covering the Passaic silk strike were set upon 
by the police; their cameras were broken —but air- 
planes were used to outwit the police and secure 
strike pictures. When Lindbergh hopped off for 
Paris in 1927, a News photographer flew 100 miles 
to take the last picture of him at Lake Ronkonkoma, 
Long Island. 

The only pictures of the actual sinking of the 
Vestris were secured and first published in The 
News in 1928. In 1933, The News bought the first 


picture plane. In 1937, The News got some of the 


most remarkable photographs of the explosion of 


the Hindenburg. One of these was awarded first 
prize at the Press Photographers’ Association Ex- 
hibition, as the best news photograph of the year. 


Among the many noteworthy picture achieve- 


ments of The News in 1940 were publication of 


THE. 


NEW YORK'S ~ 


sinks! 


hundreds of war pictures obtained from Europe by 
radio, cable, clipper, and boat . . . striking pictures 
of the World’s Fair bombing . . . the “suspected- 
sabotage”’ explosion in Woodbridge, N. J... . and 
the Kenvil powder blast. 


* * * 


To get the most significant pictures, and get 
them first, The News spends about $450,000 on 
photographs alone. It has the first and only AP 
wirephoto franchise in New York—which 
costs $100,000 a year. It has the only portable 
AP wirephoto sending and receiving set in 
New York. It has two picture planes, which 
fly 150,000 miles a year. It subscribes to the 
more important picture services, and has a local 
staff of about 50 photographers and studio men. 
Editorial expenses total several million dollars 
annually. Altogether, to produce The News 
requires the largest newspaper expenditure in 
the world. 

Noteworthy pictorial reporting is one of the 
reasons why The News is America’s most popular 
newspaper. Its net paid circulation exceeds 1,goo,000 
daily, 3,600,000 Sunday. It is read by four New 
York City families in five, and more suburban fam- 
ilies than read any other newspaper. It sells mer- 
chandise in tremendous volume. The New York 
market annually spends billions of dollars—and a 
majority of the New York audience are News 


readers! If you want their vast purchases—concen- 


trate your messages in The News! 
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